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_ . ABSTHRACT
This study investigates tha minact -'.'I.f radia advertisements on ife pure hasin g habits of villagers in .

the Eleka m.r:i-muw_} Jocusing -ﬂ'rr frus, p-é:r:ep.rzmr. and e.:.-_m.;mr::- mﬂu.:mm A .s.:.rnﬂ_p v
.r_--:H:InrH-EJ'E'd uring 100 questiorinaires which included Section A, Section B and .S.e{:f.aﬁ £ wm: -
Fesponsgs rrﬁfr"-‘?-:'ng a kigh level of trust tn' radio advertisements, with mast afpﬂrrrc!panr.s‘ E.I'.rﬁﬂr' -
-"'Lh*',l:-"_!r agreging or agreeing. !JI-EI.I' they trust the information provided .rFrmugFi this mmmm '
Furthe rimore, Hhe .'-tuﬂj adapted uses and gratifications and social learning théory for the pwpmtr 2
of the .~Itr¢+_w However, mast of respondents believe thar radio advertisements help them malke -
i"'i‘:n'-rr.'frie'{-ll purchasing -.£|j|':'-'.'1':-::1'r_ul.5'. uﬂri'f.?‘.m'-:.lr.'ni,r.r:l'iﬂ significant role radio plays in shaping .'_::'.-pz.:.-.::'.-nwr_
bedavior .*la?'tff-;:'f:rnaff,1. the stucly reveals that most of villagers perceive radia advertivements-us
huL'I'J'TH ¢ Pk !'J',’wj r'rr:lrrn.ﬂ! r..m the focal :J.r.'n.r:nm_p This perteption suggesis that radio l:.ﬁ:-ll'.-'E'FJ'.i'#."'FiS.' not
wnly irforms r#f’i' inflisei m‘ fmfmd.rmf ,':rurdrmmg decizions but also .'.‘-I:rn.rrn‘.rl:rIL'.'. m hr.:.l.:.ur.e‘er '
E.,mr wisic benefifs .mbh o m-:,.r'emﬂﬂ' seles for local .’:i.:.v:mﬂ.w.r and overail t‘{.-l.'.l‘.l'fﬂ.ﬂf.lt. grawth in the -
er:'-'rmw,u Kep pm-;:ﬁarr :.'_Lregr;rms x:_.lji*'m‘-:fcf by radio. advertisemenis Jm:fu:!e efsenital goods,

- feealth -n.'.'"-'-'u-.'a and local E'w-n-fa'.- wFun’r .'ﬂee-mra&fe -mr:r-m.se.i' ivi demand whemm‘verﬁsaﬁ an the
|-:'-‘|I'!I.'-.J..DE‘3_,"M.I'|? m.w.-r-m pru.ume f ndingy, the study also h:fwm_.r“ ey a segment of the pnpm":zfrmr :.Fm-.r- "
Fe h'rt.rr.'.- tkn:p.'iur" afsertil Ve rasowarthiness z.l_.l"r.:.ltfru u:fwrr.'_'.'emgu.r:. This :.'kr;'j:.'mwm hjgj'f.l'.'g}trs' the
reed for n-::"-': riisers fo erure the -:u*ca..-rn-:;p and reliability-of their méssages to maintain and build
sl RORE . m'! cammirity members. The study u:-ur.ur,.l'r:d es thal radio advertisements aré a

_.'J-':'LL'E."."H.{ ol for .'.F:.I'.I'HL*fi'n:‘.l.l{[, .!m_vmg hahits n the Eleko conmunity, H:.:lwe}:er. o sm‘{mﬂ and

enhance their E_.fffn‘_fh'g'n.‘.'.ﬂ. iy crucial to focus on maintaining high standards of credibility n'lfﬂ'ir v,

! .r'r‘l.rc'l.':'l'.':'f.'-ﬁ' i .:.:r,.l'w:'."n'.w'ng rr.r'n.l'i.'rii'. Fhe study remnune.udsfurrher research 1o .g.rp!.:-re he lomgarerm’
‘effects -:Jt'mtﬂ-_:u .:].:.l'mr".'j‘fmﬁn!.r d-e'mq:_.,':ruphn.—:pec{,r".: responses, and mmpamnm am{yjes with
1:'.'-'51-;;." anve -'I'.'hug i I.-’I:irr!HHE i p-'-_lurcz'e d more comprehensive understanding af the :m"m:rf of radic

-;rchJ rlwug i -L{.I."i.T?HH{-" .!Je ey umr m::..l' focal economizs.
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CHAPTEIR ONE
INTROUDUCT l'l',]'N
LI BACKGROUND TOTIE STUDY | _
Though l|1L .s-lgmt'n..atnm of advertisement in undc-rmndum the behaviour of r:ustumi:rs ﬂ:lnam;
'I"I:li'Ellll-iﬂbh'! literature on competitiveness of adwma:mcn! platforms and their influence on consumer
purchase. HMHIH:I 18 remnin |I'ri|_£'=‘|_'r scaaty. Previous studies have reported the mpacis of various media
Platlonny o general congumer purchasing intentions and just 3 few have been oo the differehces in tcrmi. -
caf the competitivensss of the media platforms influences on eonsimer purchase intentions _[D:|]l5u !kugar.
Metwark, 2019, Melson-Field & Ewens, 2019), Recently, the busingss world has been r;:hall:n.j_z,:'.:.i with
phAsSIvE ComMmciitiog. s buyers are having a vast-exposure of products and services to ::hu:mr: from (Van .ﬁg.r.-'"
- Waldt, Rebello and Orawn. 2009). This suggests ‘produci l'um.'t.iun_u_l.hiﬁ_a:.n'nui enough for -E:-'usc'_nnsser;_'h:n: ey
coimpete in ﬁttrilcnnL'L'mmlmcrq and d'ri'-'f: their inferitions on ]:iurl: hase {l{mknni':mi .‘J.I:IH} A3 such média
* communication :hannr:i‘s ae |:hE-1llg '-'ulu:d Lo - maximise Il'u:Jr Jole and strategies to be -:nmpanrlm ||1 _
-:n:-'n inci 15 ¢ con SUITETS fo puu:.has-e {Cﬁ*nuck... 2018).--
Benson Eluven lf"l]{rf:-} ﬂmmd that uducrtmn;. is a type of impersonal means -.':f dﬁsmmmmg-.
'I1F-:I rntion that i 5 typicey 1u:1d:u:| by & sponsor through various media. From the 11:|r'¢3~|:r||;|g, it m[l,'f' I:q:.
llt-:rrr-i that adven Lising is pcrs.uaﬂ'-uw commiunication since it secks to persuhde the reader,. -.::wcr, -gr_ :
listener 1o ateept the “’-|.1li}"I1$l3'IJﬁ point Dﬁl:u- and to perform the ~'-.|Hm==|:u"3 recommended actions 1m.l.-°|rd lhe
advertised jtem. R oes W-th-a:nul. sa}'mg that advertising has greatly aided in m:mng :h-: ‘profile: of du_- ;
husiiess sc cor |t connects the consumer with the producer. Adso, it shoukd be mentioned that adm:t‘tlimg 15 "
# cruiiad sosial force Tor any GROnomy’s expansion and that it has 50 ja'rgni_ﬁmnﬂy shaped pu_l;}lln.:-npiﬁiﬂn !
that -any product that is not advertised is viewed 25 ha'.ljnj; vanished into obscurity, while l.lrtsuL'.i_'-l:'_'"i;FLl.l ;
lumm:supm"h. arg 1m longer |~.*nr;m1:rere-:i The:rel‘am E:arr-:na Uﬁﬁ"] acknowledges that au:l'.'nrtlsmg has 2
sigmifieant wud "-.:Htlm: impReL ;o sn:u:lm:.f As 4 “result, aﬂvmmmg r:ampmgna r'-pl-:a:lh thrive on the-
effeciivenass, hgﬂr. and m.t.llve::f:e of the copy, which, v.lmn dine '|'|-'L-|| will stl.'n} -:.u:l-mum-:rs 1!11:
adveriiser wan!s [ ||ﬂ:}rm pulemml customers about the -Ltms and soluticns, So, |i.|'IE pri umw goal. l.j]

adhrtlsln,g. L5 10 r'wJu: ihe items,more well-known (Ramaswami an-d Nmnnkumn IU{M}

ll-:‘llu 45 part of the media mix, has worked very effectrvely for bﬁnds and products. I::rnung fi _'
) u'.er::use I‘h::'hE:I share, drive salés and debiver on sp-umﬁ-a.. brand objectives {J-:nh..mil,,n 2018} T"n;', mdm
. hmu:lcaqqmg, Iﬂdl.hl'ﬂ- faces comphtition to infuence I.'.-IJl'l'El:II'I'Iﬂ:J’E. purchase mtcntmns duc t-l;-*~|1:'n d:|gl;.a.] S
Imizdia p]:,l.lfmn [lesch neler, et al., 2019). The kn-;:-w1-.-:-:|u¢ qf' i.':l.'I-IIhHI'I'H.‘.:]' behaviour helps the mﬂ"k_cl::r to
undusnnd Thowe tunaumars think, fn:u.l and seledt frl:,'nm aJl-.-.mntm:; ||I-.¢ products, brands and the hh:: i
hiow the consumers ane inf] uml:ad by other factors mcludu:g adﬂ:rtsmg, {Omar & Atteya, I]"IJ] The need

fiir. marketers o understand (he: dynamics of the consumer I:n-.L:.-'_lngI ‘bechavior in order to b-u strategic. in

A




influgncing their purchase imtentions. Previeus rescarch, on consumers’ buyving behaviour have Ia:g::l:.r

concentrated o changing tnees and leu.!nm-lclguzq that others have ranked the Internet asthe op mcust media’ -

e parsension UFEDI'ISIII'DGFE 11‘1'-'+:er5 buving- pr(u:ly;ﬂs or services {Raml ctal, 2012, luhan-;m EﬂE:E
Belk, 2016, Stephen 2014)

Azcording to Brewer, Bretter and Ergelen (201 1) interriat advertizing has a huge increase, including

e IIJ't-E'I‘lI:-II'IR, m-mlcls and enling channels as search ::n_gmn adverfising and/or pn-.':e comparisons websing o -

advertising which-wre facilitaring. the fnteraction between advertisar-aid consumer while making a mode

effoative usé of the intemet's unique potential. However, this pssertion regarding the i intermet is not a.l:usnlutc

‘as olher rﬁcnr-:hcrs sugh s Bansal and '-'.‘mptl {El[lll-ij contend that the .tpphl.atlnn of the |:|u'm1. media in
; J.dwrtmrg 5 mueh mone 3|gmt‘n:an: than-other types ufmtdm On !.hr.-. cldu_-f hand, Arshad ef al {z-iJL-i]
underseore tﬁlﬂmma Ell:l'-l.'l'll--l.‘l Lents s the mast r:l‘l."m.lm: me:h-::-d af mﬂuunmng cofsumers’ h-u_vmg
" beliay .u-ur:;. ami bl HH Ly 1nd .ﬁ.hdwa.llah |f1l.]"‘...l;l} ﬂﬂn the rudlu as iht l:um; sost qFE:nr.l'.rt "|.|1r.] T -e:|1|-:rt rr*m;lm
to-move :l:-luumcl‘s intor pur-alm;mg. J.meulmns On :lm whul:. these argum-&nlu bring . at:-u it 1|'|i:|::-1‘1|;=||.15|1-¢- and
~f-:unzrqn;iu-:, ory fi ndmg&, thius, m:::mss!!nt ng the nead for i d-.-|:|:u:r undermndmg of ndm Er'm,-:mcntr. plarﬁ;z.nm
‘and their unphnﬂm 50N Consiiers’ !:uuz.rmghehuvmur
Cﬂnsumus I;:ul.l"-rlng, Lhe:;hunnr 15 one -of the pm..eam :-f decizion-m: |P.m|g uf nn:.-' b:‘n:.-er 1:||:|i_1|
individuplly and in groups E,d."|l 85 how emations a.’rﬁ:n»:l buying h:hat-nﬂr The buying hEhﬂ"rI-:uE |:|f' B

COnsumEr -.hung_e?- --I..-I,.Jl'l.hl.'ll._l, 16, different conditions. such as -:I:u|.1::-;3,|':L|:|IL|-:.1 ctllturs, tradition, chmm;, e,

Consumers® L:Imﬂm I5 aH.a_cu:uj by I:nuth _internal {mdmu:lual} and external {environmental) . tmmra. ur '

nfluences, The nlermal |1f"u¢uua ||1-:1le+: tha cunsumc: Hll:rll".-'-ﬁ-llﬁ.[l am:l. involvemenl, anll_udt:a, FI'E-I:'.'}[II'IH.”T}
and sellohce L learni n.g uu-d n:mﬂ-ry, ml‘::lnmum pmccssmg on the gther hand, external t‘a-:l;.:urs J_I]t'lu-:lﬁ.
G-.JII:I.IT:LI :nﬂur:rr,s-_..' sl I:ultural :nl]uenu:;, social clits m[l.uwm;s, ‘social group mﬂueunr.s E"am”:.-'
|r|fl|Jl.‘|1|:t-5.. pcrs-::-nal mﬂu:nc:s (kknn, El'.ltlﬁ}

N -lm:nrdmg:r Thls l.-:JIs t:rf a. stiff mmpelu;mn in existence between the advertising channils. 1t s

against: this LE]LLL"LLI'Iﬂ that this study seuks o myestigate the: impact of radio adu:ms:ment on hu}lng ;

habit -:.'-I"L lagers in Eleko community,

1.2 HI#IFMFH'[ OF THE P'H.UH,IJ'M

 Research regarding the way in whl':h IH!ﬂm- ﬂﬂmrtlﬁmg influences consumers buying hnl:ul. in lh:: gy

L technalogy aduanr:um: world i3 0 m-r.:u wnnh:r ﬂ-f academit research. Tm:-:h| (2000), Vanhaeght (20 L9) s_lc
well a5 ‘Ir'Em,tt and E-:.aralzuk.mnm {21]21]} :Iascnhud radio as an under-researched field, evidenced: h-_-.r |j-.1=
ahs-:uuﬁ uf currl:n:rt '|¢:::I::m|v: am:l thearetical wnrks related to radic. Many mgard that in this d.gmad E;g:;,
ragearch =It='-‘-3"-ll radid 5 ne lDﬂEEI‘ vital, Th"-ﬂ, it has bt:ﬂ difficult 1o establish its signific ance and Inghhgt't
the real pmhlr.ms m.1h¢1~|d+u |'L..1u:-'.lr'_-.-' Wanhn-:gh: EﬂIErJ '

3 W



‘ : :
I-Ii;:.ﬁrin.'.ull}. radio was denoted a core of E:5;|n.|i|;- entertainment (Jefkins, 20016) until r‘mm' ]'QIE', i
1920 when madic stations began to- depict’ gradual revolutions, Owners of the stations statted a.:qu::rmg_ :
licensis while at the san W tine -.mlr-nmg for ’lp}ﬁl'"-h.l'i-h'-& o make the platform self-sufMicient. It is ar |I;1|s y
point thel midio advertising came to be with the fitst globally recopnized radic Ad in 1922 [Pﬂﬁc& [.‘.Ienms. :
2018, Beard, 2016). Marketing plays a critical role in business. The choice, design, platform/medium and-
|uc~ssul:nlln- of |1-nrj-:::|na 1wols h..;w:: an impact on how CONSUMErs msp-nnd to the product on l!1= mnr'ket
For years, advertisi g haz bren ue'-'.-ed as a- l&chmqm: o LnFu:Tn prompl, motivate and pursue cunsumﬂr-:'_ -
about pr-c:-duﬂ!s aird services dnd mm decisions of purchase, thus, without advrsnmmg. a husm-:ss Y miss
its brand u.:]u Ly, rcp-t.tatlnn and mark:l share (Noor etal, 2013), M:rk:nng is neaded for :h: r'rgal:'flzan-gﬂ 10
place 1I|u: p:uduu arservice in IJ-u. I1am:|s of consumers {Tud-ur. Elil;lﬁj There is &n -:mgumg debiate o
whethes -‘]:gu:n! mnl]-.r:tmE is l:-w#rpﬂ“ :rmg a.nd surp,assmg tmdnmnal marketing or not { Todor, 20 I-E‘rmd if’-
consuimers |.I'.|Il.'|-35|l'tg dt-::zlnns are b&mg mrlu-=m.-:d l:y advertising medin platform (Maniatis, iD]ﬁ} ']111.5 \
: MiLrKCLers are I:-Ecummg mare:; |1.m:,j'ul i n:hn-:..-;mg the m:,.:hum and the type of advertising for 1J:u:|r gucu:ls
- and servicés {Mustafy & 4l MﬂJn ]Jh EIJ‘H;I} ! )
- Foryéears By Lmdm:-lml c.hanu-a.-t.s s}hpmnmmr:,anun hl.l!-'l: been used by -::-rgnmur.mns and |Ia1.-t 5:::11 o
_l;rm‘rth :md me‘ﬂ'is over ‘Ilmc 'Thrs: DIJTl-HS mu.ludq bl oor hdv:r‘llmm.tnts newspapers and magaunes,
telovision. mm:nemmle-, and radm ndwmscmcnts (Mustafa & AlAbdajizh, 2020). The pnsslbuhr';r of
dq':lhamg llm Helw urks m-ﬁuum:ed nl:ﬂw: and thizir my usugc make- u‘adnmn:] contact channels :mpurtunt
{E}mdn- Fr:x»pell.luua 1":1|4:Ime. anm, & Elnn-nn. 2019): M .'u'gu-ed by Heath of al., {l"ﬂ:lﬁ?jl, f.tum are
- Ahroe key reasong to ndwmh Thg first reason is to. draw the hu;.n:r B mmnmt sewnd 1D pm:h.cs and
y 'E.-:j'l.lrtd brand ideritiny an-:l third '|J-1II‘51.IH.“|:= one m:::w'ing tiie L.dvcm.imr ent. . =1
- “The m:lwrhe-lng Lmds:npn has expanded 5|gml’-.mnl_-r- over the years, with radio Ixmg & prominent '
“meditim o+ reach diverso ELIdH:JIL-I:‘.‘_-. including. rural r;mnmunnhe-_. This_study aims to investigate me ?
influe rice: of u‘.dm al:lv-:nnumqnts on’ the pun:ha.';mg tehavior of villagers, focusing mmﬁmll}r an thc
Elcke cnmmmmy .The F‘]n:l.n:r l;l:mumln.hr Serves 85 i m:cmmsm representing rural settings, malung |L an.
“ideal case study 1o gxplore th effects :r[mdln ad-ufuias;ng on censumer behavior. g 2
13 ﬂIlJEETH-’EE OF mm’rum* AR - R
I. T'-:'- examine the c.urrr-;lm o between ej-:_puxun;., ta- rm;lu:- advertisoments and pun.,husmg hn:hn'n-.}r ||:|
) lhr. EJ:Im n:fmumul.uv

it Ta identify the specific: pmdl.m; ar 5rn-|4|:¢3 -|I|:|.L -:_-«1I1|I::-|L-s & notable LhEI]g‘L‘ in dmmud |:|.u: tn radm
_ndveetising, 3

e

IR umd}-w: Lhi nmludes, pcmnpln:rns., m.d trist levels -;:I'wILLg-r:ra towards radio adv n:rmerﬁenls and
- 1h:|r Irl't|:|:11.l |:.-|I |.Il.|‘-illg hu.|:|||:5 ; L 2 el -~




i, i
© when s naking pulcl'.*:.m" decisions, - _ e iR ¥
L4 RESEARCH QUESTIONS ' R 1
R 1-'n-hal are; the n:nrn:]anc:-n batween exposire l-::- radio advertisements and pl.Ln:ha.iiug E‘.:ha\rmr i 1h: =,
: E I:I'-:i:u G-IZ:II'|1I|'|||1iI:'|.- ! 7' . _ :
H, '-J- hat ane (hi 5pr:m!u.. producta or & service that exhibits a m:n:ahlc change in dnmmul du" tooredio; | e
' adverdising? " . _ ; ) 7 : ; '_ Kt
R - What are the attitudes, perceptions, and trust lovels of villagers towards radio adk‘tﬂiﬁﬁ_lnlm!s.'and 3 ,;'

their-impact on buying hatsils?

v e 0 To what extent do villagers wust or rely on mf"urmamm privided lhn:rugh radio ad'-erhs:n]cnr.s' pef
' when making purchasing decisions? :

L& SIGNIFICANCE OF THESTUDY el VoS 3:"2:‘ "‘E""'*. S
4 -|11e mgu:.lmﬂct of md!u al:l"rnmsc:mr:ms lies | :n their |:|?|:||.I|I::,. 1o shape not just :.unsum-er nhn;u;a.s. but :
the- -.n:r;, l.l:.' \inics of :rurnE :c:mmm:e:. Irr EIL:Iu;. 'rhum broadcasts are not mére commercial mwrmpmns,:_
they are portals of :nl“urrnalu.:-n :m:l aswmt:nn, fostering desires and shaping aspiraiions among. vil bzers
mh-:. may I:I-1]'|¢F'-l]5l:’: h:n-t' IJITII'lH{I upmur-: 1 w:nnd pmdmu and s:r-.:ms For the u[!agm, these. -
Eld‘«-"ETtESL‘ITbEII[‘i stérve 4% -::-:n:l:u ll'lleId"lu.ltI‘_ll and ‘influencers, The local farmer, tending to the fertile J&nd;,
Cunes in durmg Er:::-tks i r:utch snippets of new agricultural tools or |.:-|;I'|.n||:|L|Ls., presentad :nm;mg!_-,- .

through the radic waves. The, hmne:ndl:c' managing the household affairs, finds herself dr:n:.-n w the
stories spun around I1|:|u~.=.-:h-:n[-:f| products, ofien redefining her shopping list based on the p'l#r-SlInEI'l-"E- all un:_n!: :
these uli\"trtlil:!-ﬂu:.l:lt'-

: The real T,i|3‘|-|il'u.-am..:..— c_-rpurg,-:,s in thi s:,'ml:ljmin': relitionship. between these advertisements and
- Eloke's . villugers, The ads npt only dictate buying habits but also elevate consumer awsarengss. They

imtroguce: nmn:l ideas, alternative .:nh;:ndun::a, and diverse Services, enmhnng the ullageﬁ nh-:m:u:a and.

expanding their pn:-mp-er.[wm ot what is available and mtamuhle In the context of Eleko, the uupm |:-=F'_-
radio 'ﬂ:i'-u lI*:-Lﬂ'I'L‘I'l[a or buying habits tenscends mere Jcommercial imlerests, It festers g sense of

community smpowennent, gu udmg ullﬂ,g-:ns to- mn!u: informed decisions while alsg: fueling e::nnr.rmm L
growth within thé local n1arls,er-;

However, the stidy will be uf‘;mm-:usc: I;u:rle!u to advértisement practitionars on d.ct-;:rmlm:rg the . -

-t:'-f"ccll'-L|El. =55 of H:n.'ln;:- .u:lmr'uaemi:nt This will alm- help them in strategizing and packaging such, Bdverts -

(] snlnce positive Jal:rnsumir b'DhE'Ir":.':lr. The stu-.'l_'r will also be of benefit to scholars and students of mass:
{ 'wmmun.n:a hou, in Hlil.lt:rh!umilﬁﬂ. Radia advertisement and businsss tyeoons’ ﬂﬂnda to. benefil in' the aren
O of assessing consumer respanse to Rudie advertisement.

| 1.6, SCOPE OF THE STUDY.




- _m_‘_ - - R i %

This study will investigate the impact of rulio advertisement on buying hubit of villagers (case stydy of - - - _' £
Elcke community). The research will be narrowed to the residents of Eleko community in I:1|;|i‘_2n F.'.'r'-'ij_.m
Srate, J-E-:-m-m'cr. r::s.p-:,n-:la:'ﬂls. wilhiu bwently 1o ﬁﬂ"..'-[lﬂdl'.l:l vears of age will be drawn from the SOmmuniLY, _
this-is hecawse it will be very difficult if not impossible to study all members of the community due'to dme -
«.'I".'El]nd.L'IJ\'. far s work, '|1m|en:,u e funds, the natee and geographical struciure of "'-ngguu. -amd ethtr-'
considerable logisties. However, despite the scope, the findings from the study will be gcvncm_hzed on other
commninities in Kwarn state. . _ . CIRCE
17 OPERATIONAL DEFINITION OF TERMS 3

r-*.J:I-r':uw e Spes ifte definitions of terms rklevant to the sdud'_-,- focusing on Ihc II11:|||:|.I:| r_'nf m:lu;:u | :
dcvertisem uﬂs (SRR TEY |'|" hi tits of -ul[a.:,.,r:a in the Eleko community: '

. IIII]H-I:IZ I this context, inpact refers 1o the |n¢..|~.umbl-¢ and ohservable I:ffi:::l'_‘i or n:hangqs n.ausad

by exposure to.radio ﬂﬂ'rurflu'ﬁlmnts on the bu:.-lﬂg behavior u.m:l r:-:msumpunn patterns of villagers "
i E fenﬂ' This l-rlf--:-mpkts-hr:e- t-hang:r_i in pun:has'ng d:cus:-::-ns pn:l‘cmnm.-: am:udfs, and h:h-u'ﬂurh
" related to pr-:ldln.t: O SET '-'l.l;':.'a. adyertised on the :umu :

; - Radio ﬁduﬂmnuut. T.Th. tﬂru s:g,mf:s mmulm‘m] messages broadoasted via m-:lm nharmz:l_q W
reuch the WTL"-! A dlﬂﬂ‘:'::. i‘l.'l ﬂ'llﬁ EEIS':; the ¥illagers. of Eleko.. 'I."he:u: ﬂd'rl:rll*:l:nl.l.,nis. utluld IJC m LhE:'
fosn “of audio l.umrl.n:l-;.la];, nglus, ¢:|durs:m+:|.n. or spansared Content aimed at promaoting
spesi v.',]:-r-:ida.:'.s EEI"-.I.EL‘«L ar ideas. : SR '.

¥ Bu}'mg Halit: Thi re-s}ur'mg. esia blished behavior of ruul.ij'll.: fodlowed by willagers in Eln:kl:- when

making pl rehases. Ui cucompasses their patterns .of consumption, preferences, t'mquenc:.r of '
purchuses, brand loyalty, and the factors tnﬂunucu:l., their buying decisions, :

s Villagers: Refers to.he Fﬂﬁldﬂﬂlh of Eleko, specifically those living in rvral or um:-m.ral E.I'I:Eh _
N

characterized by di stinet |I.FEE|.}-'|1:!.. ¢ ltural practices, econemic conditions, and actess 1o msl;l-ur-.es
R A |
. Fheir consumee behavior might differ from urban counterparts due tp specific Jocal factors.
i &
5
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e

tee interiribal wars, disaster, marriages, births death and 5o on even woday town eriers are still being wsed in

many villages in Nigeria to communicate vital informaikon the town crier is paid in kind to structure and

disseminate “his message effectively at the right Gme and to the right audience. Ancther’ common -

advertising medium in Nigetia in the early days was Hawking,
Hawkers adverlise their ;-:»;J-Jq ty shouting out the names of the waves they were carrying and

extolling the |||.I|1|:"j of such waves' Despite their advertising validity the earliest form. of .mass

«:Gmn!ulm:mn]rl 500l *.-'Il.'ppv::-;l'us;nlc for the ‘modern media mass r;-ummuni.c.n'l.inn which in the face of

mauming cammere ial ra.*'r'-flh were f-:-u-'fl 10 be miore polent in advertising ml:s.sagc deli !vnry and u.ud.;

audienve reach. i is “'-I'Ih?'j to ot thr.lf the traditiona] media communication 15 still in use in 3._'|r:|1: [.l-:I.I'LE of

j‘“~1g¢rm as -"'Ld--u'm:-tlﬂ_..' I11¢le Mmiﬂm .r".dw:llallu, commenced in Nigeria with-the establishment of |:h=

fitsl |-,--::-,.r1|:ur in the countiy: Twe Itchin, the prper was sct up in 1859 and it publisher was Rev Henry
Town send-of thi »llul*:.l M iS5 0nary. ﬁﬂubul:. Agcording 1o Oebodoh (2003) when' iwe Inchin-commenced.
publication; it t_“l-rll 5 ad'-Ll‘tI:':.ﬂEnt in form of anuouncement ‘which includes on births, weddings, de.aih

church activities, vacancies, shipping ﬁcht:dulcs etc with the sciing up of other newspaper |1;!u.'!'||:|:.r. J-'|.||1._;J_u

' .'-’afﬁtn -".Eﬁ]}.l;.agu-i weekly Rt'l."ul-d-s (1ES ]-.Lapr_'-s standard {-1392] Migeria pienser (1914) and so o The

' :l1-;:|r|..'.|::.| af I'"-'-'- spaper adverth h':IJJ':I'.'It Wld':m.d i:ﬁn‘ulitrab]'-«' These computed ru-r the revenue that m::..ru-m:l

[ram E:n,'-'-r-l.mlrl-:,-ﬂ |-n-.1 I.Luilml::rcm! i vertising,.

By 1960 udvertising fiad moved |nm e nmgmm,s and the broackast fold. l'hc szlg;mf‘-:ancc of the

' il'l"l'-"l-"-HLS Ties in ils Intrﬂdl-utlﬂl'l -:r color into ngl.na advertising. The radio capluhzﬂi onthe mumacy of

- the human *r'-:hl:-!: while |:]m-|5|-;m exploited movement which made m]-.:msmg dramauzatn:r p-:-s:ui:-l:

Nigeria’ dﬂl'f-l rli-lll-E CAnpIo, therefore be companies that sct the stage for the business eavironment that

-|H:|'-\¢n:d 'Hu; Ld‘rt‘-’I'lISIIIL dmu.m Those companies are the -royal Niger 'l.'_'umpan}'s which  later

.,-nrpr..;.mn Of Migeria I.j‘l"";C"'H} €0 naing just o fow Ahese captaing of commerce and: industiy FI{T.:FIHI."EI:" L'h.r, _-

Tertile Ln:mnd from wlm:h Migeri i h:j'-.e.['l,u.“v' grevw up to productive advert,

Meaguring the elivetiveness of Ild"r'E‘I:' tising

Adv |:|1|~.|..g is not Eﬂnml&m Jf H-J': effectiveness- rJHdHthng is nol complete. M’Lh-:-uﬂi it is nnt at-

“all Puﬂhlblf o, measure ad verl mlnk. e H-ilw-..nms an-:umtf.:l} as there'are man;r factors:

v

|‘. '-f{uhmtl;abrulmnmagc ' LTS : : p e
i |I|Lrl."::|}i!l't|§l|1l:'5|1|.l.!_:__' ._ e AR : :

if, - Keeping peopla infarmied B.I:Il:.l;.l.:llf thiz pﬁc:dun:t

i, Iuti'-:n:I'J-;.'il:g_ micro product and so which affect the effectivéness of an adverlisemnent

11

meramumhmd inito Ulnited M‘m:an company [U.A.C) lever Brother cadb. Liny's-A-J scarred, Daily 'r;.n.a..aa~
IrI‘EHHEI:JIEai ‘Bank which Inﬂ:r b¢¢¢-|'|!¢ first bank Migerin - Television Authority (N T.A); f&dn;ml I-‘.,uclm

b +
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Actording w Kofler and Arnstrong cited in Okoro (.'.'-_Iiﬁ, 156} the two most popular areas which n:r_'|:~|:|

1o be measured for knowing the effectiveness of advertisement are:

Communication effec

Sales allect

C-l}lllniuluc'ahnn Effect: Research Consists of Three Types of Researches

Direct :.umi.-_ methad: fere-customers are directly asked to rate the advertiisensent and Hmse rating .

are caleulated,

aet Tolio I:-.'zil::a:-'hn;.'l'.:' the customer see the .g.;iw;t and listen carefully to the ud\-r::‘l.i.sing'arld alk the -

contents.of the advents Ellhi 1| contents then the calculations are done with the help af th est data,

Labaratary tests: here, the nppar’lrus to measure the heart rates, blood pressure, perspiration etc-are. w,

Msed o the custo mier afier fis reaches the advert t know the physiological reaction of ‘.‘]I.t body.

- "-htu. I:IIL'L'T |n:5n:1|'|:ll Totally depends on. the salr.-h of 1J||:- ::um;m_.w- The sales keep varying from tlnh; 1o

|.||1'--: 1 heve ary siine h:'LLun,u Hll‘ec[ma HI-.-,--_-, like:

B,

S,

The price nfme ;u-mi |-:|. :
:'. “OntEnls of the |1r..1d u.l :|1n-|.1 5mt|el|m-u.5

Pmduvt availability, ot

The :mnpcm-;:u*s

Tes th for measuring. the ch..chw-m,ss of an advertisement include:

i.
i
i
V.

'l.'.

Ty jpes of Adve ril.n.ng

1,

Y1

RYTH

":IIE-'IrIbIIlrI.'II.'I -:'LI quastiont naires fyers. : : . s

Holding of sur v-&_'ri ad pn:ldul.,l :w.pumlln;:-n test - L
LN 5¢ nFL:-tl ft"&x. ingmiber :
Integrated direct ma rLELu'ng ' _ L - : Py .
Analysis 1.-:'-r,|J ¢ :

Primary Advertising: Is'Interided to stimulaté an interestand a desire for o certain class of g-:mds

Selestive Advertising: 1s d-:‘-ne to |:||1|:|¢| the customers towards the _,.uu.'uhu;a: of a part u;-,ula: brand. '."_'I]' '

gonds,
Mnss adw:rnslrg appea"ls to  cross section of the- pl::-pulal:mn

Cla 55 sadvcmsmg 5 -:lua:ctm: at sp-:::aul groups of people such as student, nearly mantle-d 't:l:-l.lp:ltsl

B,

Mranzii-advertising i< which normally. sdvertisers by having fhere item's skin on.vans or busses |

which rosm city or .1&!|-:_:-|:|W|d¢:..
Pubsli ity i3 in ﬁ:ﬂﬂ'la.l-.‘*n abiout o pdel,u:l:_ that is :_c.upplmd 1o the adw:rlls.l ng madia by the '|:||.':r|:|1|-:-:
Nﬂl'ﬂ» ady ertisiing i used in case of such items as cigaretles and-is done o p—.:rntl Iz .'1 pal T|.,1L[4]r

name brand.

e | 12




Wit o lostilutienal advertising is uged for the purpase of gl.umg_ SOINE MESSALEe 4r0ss o thie pul:-hc '-'-hu;h :
may of may not be 'i“"h'J_'u related ta the sale of any partioular Jtl:.*.‘rtl1ﬂ1|.dl‘~¢

’ul‘v-ml.lm:: ol Advertising '
iF Increasing sales: The expense of advertising may he Justified on the _graum;l :I?tat 11, h&lps to

incredse gales, which there by result in increased production.

il H.n:rduunnn cosi: 1t assets o reduced cost of production and distribution which are passed on'to
-.qr-uume's in the I'-:rm of reduted prices. :

i Duplicate: The bisic Hurpase of Ell.j'-i‘ﬂltiblng is o increase the sales of products -..v..hn-;l-r are not
I campelitioa, Tor. axapple I.Jrgl- winount mre $|.u.- oo the publicity of Milo prg-:luc:: 'n'-J1|-.,I1

Appeas be in- com pulmﬂtl bul which is really produced by the same ma.mlﬁacnners.

Fe, - Prevention ol eost siles: Much adv itr‘tl.illihr is aimed at preventing the erosiod .:.:E‘ m: suh:s b}-
.-..::-mpenm ri. 5-..1 ad'-'r.rtmm; ru-a.;.- h'.: mgrtlu:tl is b::mq ‘d-u:t'r:r:s] ve™ '
", 'Fremlqg mnrunl Hl'litlll:h' .ﬂu.-:h-emsu:g can create a ;nm:l-ce: aunud: t'ur prﬂdm.l wl;uch wnuld
nod otherwise I;l: d:ﬂlrﬁd Ihu& ﬁr!llﬁl.‘,m] :I-.*m:md r:n.u bu: chpated: h-j.-' expimhng,f:nrs
Wi 'Impn:smans.l the f}ﬂbiﬂ:? :u'id'n.':l‘tﬁbli‘l.-l!‘l]‘t iz mﬂﬁudar&d unpn:nrlant bram:h of husm;ss *!.vlw:h
R impresses ihe puhlla.- ubmuﬂ-u: sup:emrln-'uf pmd-;-:r. :
: vii. . Ecobomy i in i:umml:-l.umn' It ‘introduces the mmufav:turr:r in |:h¢ mar ke: as dn mdnppnd-mt

35.up|.ﬂ er 50 p'l..-h]:li‘ nm_'. r:hmntb place an u-d-:r to him '.-.-hrr;h can’ reduce a whole :al-: 5 .
commission and utilize u L lowsr the retail pn-:es

Sl Emum'ngmg i:umpmiunn It assists “to promete 1.-:.w-r.|;|-.=t:tn:mn. among 1h: producers thus it
- fheilities 1o z-uppl'-' gu‘-:-d'ae ol m-pmw-::d quality in the marks:t al;-:-:;mp-etm'.e_‘prlﬂs
ix.. Illt'rmnng bmlnm Activities: Admrtlsmg |1-=Jps lo ml:rr-u:ﬂ: the bisingss an:tmnes. in. tI:u:
country. Thus national ineeme and mmumptmn per- capital nua,:.r be m-u:r:-a.&ad ; '_ T Sy _ i
X, | lJ-uethmg goodss Lt mfurms IIH:- st facturer aboot the changes in mﬂ.g,‘ fashu:ln Bl'lli habits e g

of customers so producer will be in a FIDS.HII‘.II'I to l:tew.lnp his product m{:x:m:lmg io Ihu :hmge
c I'C-'I.-I'ﬂ:.IEIIEE m Iha mrnrlua ) 2

Xiv buﬂ'.cu:m pr-uﬁl. Ie nramutr_fa the -.:r:llmg p:c-.cﬁs o :Iu gmﬂ extent whl-c.h ‘Eives E!rmlur:arr. i
.muﬁnem ;:-rnl it

[

lﬁl'-.l.l.l'r'urll.lﬂw ol Advertising . g
i Lu-.ll;.-' Tunetions: The strodg -:u|:|_|en:w.¢ and arguments ab:un;l: the a.dw.msmg is that it s a

Lu:.tll-.' Function as: (L L"EHI:FI:I.“} r:-'ll;lutn::d that the ‘cost of advertising to 10 high and Th.n iur.m

]'- [.',h eoEt: |§ Eﬂv‘cr:-d by e e.r,l:mg peice- of the ad\. erlising goods. Advertisement is Gﬂ'ﬂﬂll:ll:rqi :
as.nn m-rl m:! mst Whh.h is added u: ll‘lt! dlhtrlbut:un axpenses '.J.rllu.n :xpnns-:s. an: 1o be - 3 o
incrensed the “"'*”'“E price of the F‘I"CHJ'IP:IE will ﬂ|5|ir be enhanced it is trug ‘factors | becalse large:. :

advertising hFh‘.IHJ Lhuusahds of Rupm for. :udwmsmg in & week. In nn-e s‘lud]r iL is faun{t t]mt
; ik, A




i

vi.

Y.

advemizing cost 6% 'ul' sales. It pweans that consumers will ave. o pay h|<-|1|:r |3rH:e~=| -nf the :

advertised the cost of advertisement cannot become burden on the CONSUIMErs thus the

unbalanced advertising may cause certain goods to cost the consumer more than they should so
it 15 regarded as an economic waste,

Misleading claims: Some advertisers cleverly create a misleading impi‘:ismn of :I:eEr goods

they present a very rosy picture of their product before the consumer with the ;:-I:L..-,:.l uF 1

ingreasing their sules.

; -n-:.ua trialist.and wsnuiacturers may exercise their mI:I|1Dp|:!-|I$TIf contral over tl-u: market wuh :
: ll1'= --'=!|‘ of '1’*'-'r-rrwﬁ:mt it fechniques v-h-f:h is alu.a:.s against the public interest, _ '

E.Dﬂdi 4} Uﬂ L5 d'-": !-U‘ ':':UIHJI'I'I rG!r \rarl{mua S-Emur v-hiLh r':d'l.ll:rl:.i rhe [;DnSUm-e:IE selling pn-:;:e. hu:

the pmiuccr.s do m‘.n! h:n."n:r TJH: pncg :Ind the l:nun:h:n .;|.|; |;||;'I'|.-e|;'i gmg re:nama on the shoulders of

ol HRTere

theé I.-I.'Illburl'lt:rh. o .'
Disconnection L:rl' bu:!-lum*;!ﬁ- z-mut firms "'ﬂﬂl'll:h! prﬂp:rl]r ildx'cmsn their- pl'l;:dl.l.{:l: -du.-E to. limited
resources but ol I:he ﬂth:l: side r:nlurc lltﬁ:k':l is n;.mnlrulltd over by great ﬂduemsers it bbc-::-r'l:'i._
impogsible I'ur s'nuJI ‘firm - countinue. their I.:-usu:r.ss i the husmuss field- so small - firm

:‘ijﬁ'lp_r.qr [r::um the market, -

Influence |mrn:lm.smu powWer: aniv-.msm_g. g.l.:-ﬂds: are gmr;ra]]'_-.- available in the m.:l.rk:l at lugh

Lo incrense their income for purposs of m::tlng their necessities of life. Ih1.|5 unnm;,gssm}.

advertising creates the n:u:u'r-.upnuu in the society.

._Encuumga uu:-nupn-h. ﬁdvm:wnem restricts -the compeétition wnoug the prudunt Big

: 1I||.I| prlce It is unnlﬁuhlﬂ:uh true “that_ effective m:l‘u.n:rﬂsmg incrense the sabes u.:uhunc this:
ncreascd sale will tﬂﬂum more pI'I:H!I..IEIS thus large seale production tr;ng dl}wn the cost of -

‘prici '.-.Inr:h it ]uu ces the pwch.a.-amg power uf the consumers 5o some meJe usg foul means -

.-Mususe of 4ﬂ1£lhmng Sl:lmu h:auhﬁ.ll 5'r'rm:h ]ig]‘lj hua.rdmgs. posters and :nmmg pmtum i

nre fixed gmu.‘:m]w in tront of some :mpc-n..ml read !br places which hawvg I:n:nn J:armcd. l:r:,' the i

misuse of advernsing glaring red neon Ilghts have actually been hazards at certain oross n:ruds.

Cr.:-.:.llug Unrequited I:Ie.'aire Another. objection is that admml.'-mg influences the m|n|:| m

public L erates the desite and taste for'new products which are not actuglly. necessitics of life
and income of consumers will not; let T.Iu:m enjay. Advertising may thus be r-:gsrdmi as the
cause of lnrequn-d desire w hich may result in unhagpiness. .

Pmml:"riml of Social Evil; Sf*mt firms present immoral program and features and r;nrl-: ﬂunn:'.a

in television ‘an-d Radia for a-;i'.:riusmg_ their |:|!'-L'|I:|u1:l5 whu:h have a very bad ml‘]uanm upon

new _g':rln"ullﬂﬂ ] -111‘r*l:rl15|ng n:.i.ult an’ l,.D:I]I:lI]"" social -evily i the sockety amd was:lmg of -
E-:n:-rum_'.. '
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4. Buyiog Problems: There are numerous similar types of products which are advertised in. the

market, But producers lay great emphasis on miner difference in the formula of t:g:hn':quﬁ_ af’
advertised podds for .:'-u.auﬂ;le. there .are many brands of advertised s.haring Creaims '.-'.-'-hinh
performs the same function but i is has become impossible t'u-: the average Iru:. er mJudgl:d with
any certainly the quality of the hundn:dE n!' articles he buyer. ) ]

Alms n:f Aclvertising

i Addviartis g provides 1 -put:-ln.. ner-,uu hechise it gives us information about. products, -.nr'.rm-zs, ne

wonder the, intermational uc.vqulam_g Association states “to be properly informed the consumers
n-:.'c'-:ls'rld'rc"ti51l1g"‘ i.|1|'ljrrnu-:| choice is based on information advertising i3 the vital mndn_n:-t;-f{:r

* {lat Jllrmmaunn I:h:l.wm:n producer and consumier™ ' and it daes more than I!H:I':l} |||.ﬁ.lt'm.

i’ The joy of a:h-c rtising: is o sell sucuessﬁll adverts engage the. mind of the consumer and |11t;-t|.'.lan: :

_|1u11 & buy 1he product -.'I-I.J'-'l:!rll.:i'l.‘-d. Advens z«:ll more Lhan ]Jludu-’:u- services they also gell orands

Tor exanmple a rnanuﬁn.!urr:r of. pmnmiu: is ‘advised not to spend millions’ of ndira advertising 1o

malie cusiomess l:ll.T_'."J.-I..IS-'l JLF}' pu:nﬂdi} rather the |1I.HJ!-l|[|I-L~hH'EF should encourage people tl:l 'hu'-' hig".
|'-ri:uiucl }ﬂlu "I.I::L'Ad . |:|:|m.' n.v:: Hm |:u,|blh.. thiat your brand 4.|IE' l:r-::unmdr: sll-::-u]d I:ne mare desltah e 1.I:|E|!| _

n'.'m|1¢:' Ve ik : L

1.2.4 ﬂttwltwufﬂnd]ﬂ P o A ez - .

“Ri dm 54 4,-;|m|t|1,.mc:|l|m'| uchnn]ugy that uses I‘Eu:lllj waves to transmit sound ﬂﬂ‘ld mfnfmatlun

froni ong point to another: It :|L1".-'4:|3|1_.-=q the use of a-tansmitter to send signals through the air, wh ieh are then
rﬂn:ci'.rn;-.q;.] by a-tadio .r-::i:u:ai.".-::r H..lidi,:i wn".'cg have the ability to travel long distances, :Irlu..Hfl_g Fudiu b."!'ﬂ-['.;IE.h]E
micing . of -.n_mmunlr. I.'I[1l'_"l. aver lur_l_.,l: areas.According to. Daramola 1.5, (2011),radio refers to 1|!I=.
*franksini quu dnit rnn.*:nll.pn IF.-F'.'.'|G|.|.I5.'.II1TE[.||L1-L‘1.IC WEVES Ehal camry audio or daﬂa signals tl:m:rugh llil.I aie, It l:il a
form: of wir ‘eloss comimunication ‘that has been in use-since the -E:Hrl.::.' 20th century . The ra-dcu wn‘m nrr.:
' |.r,..1...ra=~u::l by o eransmilter und received by o mdio receiver, which converts the Ehﬂllnlﬂﬂgnttm waves hﬂnk

mito-audio or data signals.

The coneept of mdh:- has its roots in ﬂ'lr. 1'9th century when scientists discovered. {hL‘: existence of

racio WAVES. The Tirst pmﬁu:nl raclicr svsiem --ufs dewﬂ::puul Ty G:lglmlnm Marconi in tlu: late tEﬂHjS,, and,' g

—

[|-|._ firat mdn:r brondcast Was :|:ru..1|: in ]‘JLIE- since [hl:l'l radia has evalved inlo A ]Juwurful mudmm for .

eliterminuent; news, edu..amn amd m.umunu.almn The uﬂnt:epl of radio has evelved s-gmf-:anﬂ:.r slmx s :

invention, and iU1s now used for A *-i-nde range of a.ppl:n:anuns such as broedeasting misic, news; and -::TJI:T'
_rﬂrrmi lrl.ul:-lﬂ_rlr.llllllr.'m. I iz also used for fwo-way communication such as in walkie-talkies and mobile

phaones.

and hold an andienze. Rodio is.an efficiency i_hsr.rum:nt' for getting a message 1o a large number of peaple -

' L
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ol the same time, Radio is o powerful instrument in the area of public enlightenment,” Not been constrained

b 11-¢ barsiers of time 5|.'|Llul:-, |II|1=.::;m._-r. and electricity supply, radio is one of the ideal means. of mass
cammunication in both d:r:lupcd and developing societies because it is easy to Esmhmh, u-m. ﬂp-:rata and. .
maintoin, and does not demand much intzllectual exertion from listeners. ' '
Dada OnC. (2014) siated Leut radio is a fascinating medivm among the various mass r:l:-lnmgu1ir.'alm||-m;;dia.'
because of it specinl-characteristics. 1t continues lo be as relevant and potent as it was in the enrly years
IZI-..-.|_-EI.':' e emergénee.of madre glamorous media, It is a truism that in the [irst. plm:ﬂ: off |:|| ua.;ln:,astu B'
3pan: iing theee decades from the carly wenties, radio reigned alone or was the dominant player,
However, over a p:ru;:ud of time, the media scene. bas changed dranl:mnll:.-' Television 1.\.-11;11. its 3
o 11'-I~1T strength of audio-visual:component has captured the imagipation of the people. The adwml of:
EI'I¢-|It¢ telewision, the |I|1-=.II'=I anf the :-Dn‘-:rgtﬂtt of Lll"«.lmu]l.]g_'_- have added further dimensions in medis -

L 1JH’HI n patterns. How '::1--3-. dﬁspltﬂ*lhﬁ pr-zst:ﬁcc ufa p[-: teora of media, there s room and '-‘:..,-.'in; “Tor each

miediuim. Experience |:|.1.5 r_c'-.-‘mlcu:l ke AL e tm]m-:}-lugn.a add th]n_gs on but they don'i r:pla.;.g Dug mﬂd]d_m ': .

"is not ':IIEP att'i oy anather » #ﬂth med:um reinivents self in the context of ehanges in the com mumc.nlmn_
: '?I'I"-'Iﬂ'.ﬂll'l BN Iﬂ [hﬂ ¢]'Il-l‘|ﬂ.'='i rrltdm E':'-'.HEIIL-D radio is. réor IEnhug |1,5¢|f will more ]I'H]EI-"-I'-H.tl'-'I: [:rngrummuﬁ
Lo |d for III-|I|."i ; i ; ’
- ﬂc-c-::-r-::.-.ug to"Calin Ch-u'r_'.- (2'][3) tIJrnugh commentaries and programmes, the rudin ach as ;
: wr.'-:ﬂ-ltd:!r:.f agents of m:JE:-lllmtlnn “The radig facilitates and enhances the process by which individuils
partaks-in-collective _iuulxmn mamng This i is h-;qu'.t: one the-radio :1-E|E|Jl5 through pmg_rmnmes abaout the
welfase of I"E:I|.‘r|¢ with special needs ean be aired.
1.5 Global History of Radio nd:e-ertlsllig

adio rI._nnn:u the core souree of I'drnlh- enberainment, |;1u.r|ng its garly Ages: l{-au.w]mld.s wp'u.t-d m .
-together and JI-HEH (1] thej I"'-urll-: PECRIALS ltu.u. would r'urllmr tranglate to the day's dm.:us-a—.mn .Ju a m.-sml: :
- bisinesses . identified the p-:-u:uum in radio and consequently de-.u.led to utilize the same for mmmm: at_ : .-

il vertising. ll1n:'r4:+"ah for LS Irr'g ag the radie has been in existence, r.':nrpurale ventures have m«gg"md |t

CAE AN rdaul RYENE [0 ap intd o wider auidience h.Jr 1h¢|r goods and serl.-'m:-e:s (Beard, 20 lﬁj Th-:wfum— mdll;ui'. W

hiave been & p*:rf'r:t’ Lo unu:a..u.:-n avenue where the corpormie ventures hu'.'l: C-DI'IS-E-I]I.IEI.'IJJ} utlll?.l:d. it L
credle Qwireness for 1heir services; a.n-:l pmdw,:ts In the dau.mng of the 20t h ceniury, the |'|_'|a_||||f.ﬂ|:turm'ﬂ .:.f-.
radio v:qmpnﬁul. as-wigll as r-:laﬂ-:ra 'm.:i eontrol of mosi radie stations and uunsl::qu-pnﬂ:,.r dcpln_',.-e:d llhatrn l:u.
: *nhan-:r: ,adm:n H.l-ﬁ- ms:eau -:qumJ-:mga profil. , LLr,

: On 1he other hnr:I radic sla:mns were thhl:.r r:gnrd:d a5 an. investment -that would L‘-I.IJ{:I‘I: -
|L-"Llh'-=|lﬂld! inta procuring rudios, From 1912 1w 1920, radio stations began to dépict gradual revolutions -
Whtlt thw ramped. up thisir offerings. As a result, continwous hrmd.n.n-mng became the order uf t|'1e day.

The owners of the stations. slurted acquiring licenses while at the same {ime scanning for Ep-p]‘l‘_‘r.al.lzhm o

TR E &
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make the platform sef-aurmicient. 1t is at this point thet mdio adverlising came 1o, be. That said; the first”
globatly vecognized radio Ad was in 1922 where AT&T initiated the same of toll broadeasting chances.

They conteaded that corporate ventures could utilize the opportunities 1o finance or wnderwrite a hmdnﬁaﬁg_

as o result of having their companies or bmhd mentioned on air. Latér on, in the same year 'WFAF; the” "

I:nuunl.hl '\..w York radio station | Rcame lhe first channel w h:m: run an official ly sponsored ud\-m..

The .endeavor cost Queensboro 330 o have their |_|.r'.|'l1r‘|l"r[:'|.,_] aired for 50 minutes in thc bui o

_ toster the sale af H-|.-- 1I"I“"Ilh That said, ns econmmic fundamentals spearheaded the IJ:'\I':II;J[_IIH'I.-EI'[[ of the

i '.".ili i American lerritories sinee s arrival in the 19205, the system was on the ather |'m|"||:|_ heavily

regulated I1:-r the United -Kingdom. Slnxﬁ: ins :|L1'ln:rdu|.:lmn the radio uumﬂu-n;- was ad-Tree (Pease& E:'I::I'.II'IIE.,_ r

1'-'|H] H-n-.».,w:r, the r"-ustl-l'we ﬂ-ll'-»nlsl John Rmtl! became the first. BBC director g-:m:ml to v.':r-.':.all: the

advertiging torie by empliasizing |ml wrondvasting ought to be's puh]u: Service responsible FI:Irthv:: cd ucation.

al, Massgs., [ IE mmcwlmt IFDHI'-'EI.I ithas iﬂ:&ldﬁ being the :.u:ar thit BEC was plonegred, [‘?-IL further

avers: W lh-'.‘ -ILEL ’UTME-J'“ of the fll 5l rmld I‘:n:im rl.d'-'l.rl At that pum:ulnr time, the uindm'ml:nti of the r.m:lm

advert wene I|.1L‘1TI':H| to thmr of the EI'I‘I':"'EirI" |:|Ll:n|=|: 50 many years later.

" Bath the padia “l.nd TJII: Irllehmt were ,-:ler:-l-ngjn:'al miracles, bt []1e:-. Wiers Uﬂgl#fuhlizi:d. s 'F‘E'bﬂ'd}'i-_-:"

ARy

seemed 1o have ai 1.1!.4 ol IJuu.r 1 muk.-: ‘them gcn-.'!nl-:. ravense, Thal; sid, the UK ridio commercial Was iy

- spmiewhat s] uipish, ﬁ:l.d its blrlh WS furﬂmr p-.ulnlagnd than that of the US. 'l.l-’hal is more |.|'||_r|_g|_||ilg is !hul.' _ .

. vadio’ ads were fumilinr to Britons, ':I-!:B:tlﬂl'!il such a3 Radio Normandie and Radio Ll.l_'-|_.l:rr'|t-lf:|urg ]J:ur_ngd ads
as far h:J-I.'k s the 19305, The a_ilmi were somewhat famous that'the citizens and COTpOrAtiong hn:é thé
beliel thal radio ads would IJl: L udu-.,b:l in 1936, E.-u;,h Is because the BRC charter was 1o bé r-mewed
: 'J ll:m ever, in cullab-:nrﬂllcn with the Mm F‘uI:rllx.Jm Association, BBC killed off the dream.

L-:rnu:m nll:rf iz aﬂmmlnt sumprising 1o d-smver thait the first British radio mmm»:n:ml m.s nu'-:d

"nli 8 October 1973 a1 6:08 AM Ll’ﬁ-uae&. Dnums, 2018 .-*.-::‘:urdmglv Lintss “for Bjrd's E_'!.-'e f‘-iih ﬁrger; K
. P ioneered thi '-le-h.-J!I-Il?ll-ll“ iid 35 soon as LBC cinte’ o lilie- It is |.|11|J-;.rut|.'u_ to a:knnw]cdgq. that the station

epailed the nation's firgt wlmrtmlul radio station, L.LSI:E'-' the forms of radio udwm:a:m:m J,Erm:n:d

popalarity and consequently Rp-»,arhn:n.dm:l rndm statigns :mtcu the: radio's golden ag,:

2.2 - S||L1.|1'L |lm||u ol Radio A.vl.lwrr.lsmg ; ; haF S i

.-

Juistas it is the’ case vith l’-" -advertisements, virlous. l.-l.1l'|ZH.N'I.I.I': entilies ||1du|;.;1: in radig den:rtlsmg_ :

©investments, H;.- se t|{5lrlg 11‘L p-rucurc Spols, l.;l-ﬂil:r‘l-'ﬂse known 'as »:r.-mmr.n:.mlE in the radic seciyr to

:|:-l'l.ml¢.=-l~. their h'_-_H'I':GE or pl'DiJl.IElE»- The endeavar fnvolyes e compensaticn. of the radio statiofs tr:.-'_me

. advertisers, who in ey, are granted the -i:lppununil:r o, have' their advert on air for a spm:i.]‘ac-durntlun

- Aampbell, Martin & Fabos, 20018). Th': ilsltulﬁg i!LI-LI.'EJIl:"l: of & particular station can then hesr T.he ali'l.fen .

Fhiat said, ||.ur|:||:r1.1ua L_',p-c:.i of comm ,u'u.,.ls cat be -:I::pl-a:.'-:d 11:|r ﬂp; advertising gmewm The ;_}Um: ul'th: o f?
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pdvertisement method depends on the company as well as the nature of the adbert, They include the

il b I

The Live Read: Such is a l'!rF"-ﬂ] 1-'i"f”'l of radioadvertising where the presenter voices a live u:m-anr adwert, -

I ‘eiher words, the announcer or DI on air duting the scheduled time for the ad. reads live. the

advertisement, The particular initiative utilizes the popularity of the specific station that is playing the ad. A

significant peopontion of the on-air talent.is rencwned in their. regions of aperation and is a crucial playerof

lending exportisg to its community. That said . having familiar and popular personnel read out an ad comes

“in handy ot insy Jg.ahug adverlisement while at the same time depicting a sense ufunu:un:n:sa. trum thl: pre-

- "-’U-‘"T'Ed batoh that alsg Plﬂ}! in the station, Efifities that utilize the same cling onto the .antmu:-atmn Iha{ the .

ag will inflienge (he I:sl:v:nr:m a I:u: 1% ];m_'.. u.it:mmn E;F“!_I:].ne p-a;[n_.u[,r_['r advert since iLu:Ir Ia‘mrlt-r: pg1mm[1¢-_-,- 5 " '

reading il =i g ' _ ) I

JT-I:-m:'wr it is |:|n|.'|-:ra=.m= gk tn- mlr.rlm:rk some of its potential haznn:ls If. the presenter ﬁ;[ls (e}

: eXgeute an -:xenrr.ll::nr job, the' COMpany: o II'Il:|1"r'|.|Z|'IIH1 sponsoring the ad has to live with it ‘since |[ is a 111.-t T

intiliative that rl-r:f:- i :n-ulw-: -ia ~QVers [M’I.rlm Santana, R-..lmln_:hl,rlrn & Muoeta- I!.-lcullu;ar 2015).

~The Jingle: M Unlike thg inrmcr the jingle ad utilizes music n:n-_]mgles o pass il lrm::unge I lna “[Lh'

s ar humk‘m it is impcrative o ﬂEF-u-unibdﬂn that fhiere lays & strong connzction betwe-e“ music and - '

MY, J'l1-:r<:h::-:r.‘ one. of the must suitable ways 1o greale o umqur: ad s 10 come up with a m:mn:-mble

Jingle o accompdny 11 r‘-imrnvﬁamana.ﬂmma-mra & Mur:la-Mulma 2015).-A property pmducau:l jimgle ..
introduces.a sense of prﬂh:asmrmllsm inlo the brand -p.juk at'the same time fclst:nng its rgmgnmun b the:
audience. Indecd, the maisic: ‘aspect. in m:puglcm tndm.e a vibrant ]:IJI:!turr: of the hlmnesa i ne )} mv.‘. of i

the listener, A5 result, ‘the jingle m'ﬂlnua]h' funs In the heads - of the aud:r:nce, and they nacul.l the

n..umnln:luﬂj Indeed, it is ”'l-'l-rr'-lTﬂ'lbl'r thiat memory has a |.'|L'r'i|I|'r-l: cmlalmn to music wh:m the u.um-ence

~alweays finds. itself humming w 1. given jingle randomly. That said, when used n:rcam-t-l'j.-' Jtngh: ads ard.-

among e mist successful ways thal, i hmn-:l. can communicete its presence ta the audience.

L

Personificd {r'lJ'I'IIJJI-E:‘E‘JHLS ':'tl thie othier hat‘ul -mmp.“::'m:s may abso decide to add Lharaﬂurs o ﬂu:J. r.a.dm '

.ad'-ewmr-g intiative, Such is in “ides] way 1 create & drmnuilzmg effect I‘.rf a message wh:l: at-the sHmi.

T nmlmg ftig instance mmwlnhlu H;.. not prm':l:lmg a wispal :mpmsslnn the audicpce is Iet': o p;_-i:.l.un: e

picture on their minds on the Idtl‘lhl}- of the bﬂllil:l th'.uun King, Nyilasy & Reid, 2018), Thérefore, one.

consideration that the sets of this platform should pllt into place is uniqueness. The spory showld be unique iR

- sinee the more one can: relate l.hu: wharacer, the. mare. that the audicnce sceks to dus;m-w the. nékt.
_'.JGI:=|JF|'L-|'|EI.- "|:|-='! are: t|:|l.|5 pmmpi—:&j.-:: follow alang with the radio.

-T:I|e 5plil|.eiu-|td Ad: The form of the w:nmmnrr:m] s one adJav:L.n: i the reniowned -:untnm agmcut ]:Isu:
harg SCapes, wealher, or llru.ﬂn. v Bine with ‘this argument, sponsored ads are the wiy 1o go for Ild'-'I:I'tI‘i.-E"E
seeking 19 -;i-¢|Jll:r'r o ore suaile apprv;_m:h for their marketing nn]llatlv:a (Hackley C & Hackley [{,EﬂlT} 1r'|
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e with this arguiment, the advertising party may decide to sponsor various types of regular programming

gitch s traffic cpdaies, weather reports, and news among others. The most exciting aspeet nbout the form

af advertisement is that it E'-Iiﬁl“t'rfs the advertiser of o first spog in the commercial breaks such that they

can reach a tooad base of customces before they even contemplate of changing swations or shuming down:

£l md:u afier the spensored event, That said, the content under :.pnnmr’!l‘ljp is usually, and thy u.|:|1.-'c.rt|5|:r

eaplures. & wide Audigice. Huwo:w:r. the fl'l:lrgfi for the f'-.:-nn of advertisement are very. high. ]_-[uu.-:p. Bl,

from a. punl:w: oullask, the advertiser stands 1o gain the benefit-.of I“u.:qu...nt mentions such as “pews

braught 1a vc-u by AXX Lmn; any.” Such situations help in cultivating a positive brand image.

Testimonials: 1"'ril'iflliﬂlr'. ohe. ganinot afford to ignore the vitality of testimonials i creating a positive bram;i- '
: "m"J:'-' for the i'-'d"' e"'['gﬁr- n"fl-l Enll'l-'l the platform is also an ideal WAy -El'rltumn:lul:lll..l.l_mg a business’ 'PI'EBEHEE -

10K audiencs. The unigue aspﬁ:l of the pamicular form of promotion is that it depl-a:lj.-s i mdm-:lual

wlhise Lask is lo '-J‘-'E f f":ﬁl aceount 'J-F i the business in question improves the II'L'lH- of cons SLMErs,. The
vitility of such an approach to h'—'"‘“"ﬂ- a positive brand image is ircfutable; Some of the aspects that make

it iriteresting “include the fﬂ'ﬂl'. lh?lt It is real, hu-ili:'u'lll:lil:' and. relatable to real life :::-:pv:n-:nl;'c {Hamjlt{m,

2017 The n-nnv:c:pl: l::-t'trustlng other human bcmgs 16 coded into the humar brain, a.m:l thus the nuﬂmncu'
bielicves more in otfier |[Ld|'n|iuu|.!. II'IEI.I'I m: advert :lsrzif By so dumg, companies or hus:nﬂ.g p-mplc allow .
Lhe wsers to spaill-'. i‘nr' '[lu. pIUdu-;tiqndI\'Jdu.:IIy un.d -:unm]umtlg.- I]'LI:]I.||EE' in thn:- s.c[hng |r-mugh lhe gl'l-‘f-!'l

e -;men:r

L7 - .-'uh':nllm.,es 1ll' Hndm .H.-;]w. r'rf.im-g in l‘.:mnl[::u_rimn 'Hrilh uihnr i'i'ledu e
Indead, radio ad ﬁﬂ:rusmg ma:r SEEIT like an outdated and nlu:l-ﬁ'lshmncd way of pmmmmg hu.smess

. agli wlu.,-: Sw:h i%. prmw.rﬂ}- ue t-l:f the advent af nw.-u,r types of media Jike the inlernet v;:l:-nsc:qu{mllg.f'
"ﬂ'ﬁll rJ“ILL i drastic dtﬂt&-’-ﬂ n the r:ndm -mdbcm:v: Mant:hn.irus, sm:h is a bipsed pﬂ:Ep-l:v:ln-'c of looking -

into the 5'li|-"_l"3"-*L maer, ]ﬂd'ﬂ-ﬂ. |-|1'= fact ﬂ'uli l['L'l: uud:ar}m hus n.:,l.uu:d i indubitable.

I-[n.l'-u'-.'tl, thie r.‘dul! [c;!ucﬂd a-k,l_-d.l'ﬁ'lln.":! 43 still ELE,ILII‘JI}B.II[ For instance,. a ;mnm:ru;l;lil; dired in.'

Austinlin can- rench gver 16 ﬂulIu:ln pmpll: u.h:n: 49% ol them listen ‘o the radio at home whereas a
_a:ml'g_r propertion of 32% I|.>u.-,na n-the car l[.En:E.l:'m.a:1 l!]I_L_SJ..'J.'_h_u.s, there are still n;a:u|:_1,|:-o=thr|LI ud_vu:magi_:ﬂ_m
I.HIII‘EI.'Ig il Lha.ml | a5 lisied h:]uw. . _. o ;
."-:-'.Imu'-t Targeting: An advert zunu-:l r.lw:uugh llm r.:..!m reaches the target audience -::as:]}r Such is becauss
. radio steliong aré uIrmdv mrg::cn o |:am:1:ular murhu:l saegments and du.mugmphl.,a That sau:l “the lp;n!
hhl't-:ls will stand 1o benefit. from the- fiet ﬂ!.m Ihl: audu:nuu of the Illlllil!d radio station is la-:al {H&mh.
;UI &). In other words, the I-:B-:-EIJ sration is altractive for individuals who seek 1o remain updated g I-;}.,a1
events sugh as pe :ruonlities, events, and news. Thu, faxct that the stations comprehend their target al.u:l.lm-:'.u
unlike other '"’ﬂdlﬂ sugh as n1:1.~.-~.p.-_|p|_r;=. enables: them o facilitate the advertisers to modify and localize

their conce :-:Is. T|1'|.s. an adveHiser edn bock into his ar har puu:m:ai customers by SI:Iu.:lmg the m{:h[. suitable
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I'||.:'-.J.'.:!;::||.:|..!I.' OF HLENEInes 05 Jllll:l;lﬁl:'il'llpu:}ﬂ:i_l}l& {l:{LLrs::II, 201E8) Oy ihe otlver hand, {|i::p|.1:|'_..*'.illg__']'1'.l'l iul'
advertisements tkes up mombs for the adveriiser to have actual measurable outcomes. In :;:;u|up'.-=iri5!:-u,--
radic results-can be analyzed daily. As o regult, if the ad renders ineffective, then the ;uj‘.éﬂi.;_:.:r'-;;an' have it
-L,ll'u |_,|: af 'ic'r i m:..n or tiva, E'-L‘.-I'n:unfnljv. miast ud-.':rlmr-. femd io appreciate 1‘111: swifiness and u-:q:umr;:,.-.
of endio advertising. Tha said, it is straightforwand t:; -iiE'I-ﬁ'rl'nmu an underpecforming ad as Ef*lﬂrl:m.d io the ..
other prototypes of advertisemeant. Besides, the l"l!‘l'l-||f'.- an be ev pd¢nt ina fow days, and the quick d:pj:tll:-n-
of outeomes makes it possible for the ad‘ncﬁli-l:d‘s to change their spots and mnscqucml:,' integrate- a neiv

“l‘l--"'\'-cll-'l-g'\f:' 'l-'nlhc!-ul poy hassles, . i )
Cast EL L:ILHi-:r The fﬂﬂﬂ ~gf: mi'-';m;-mg eomes .in Handy - in m=t|g.a ing -em:eggw.: ::-:p;n:lnum. on
primational initiatives. "'hat Said, radm adventising calls for lesser Gosts a5 compared to c-thcrp atfprms.

- like TV, Besides, prini advertising can hike to as high' as hundreds of thovsands whereas radios reguire - :
significantly $J11.‘-|.||1:..r .'im'cs't.muilii.i.'ﬂal;l'n TV and [;Hl'iﬂf t'td';.-;.'rtl'.-ding call for massive iu;.-.-:s:mu;m for diw_rét'.
aspects 'bl'-h'l'l ns- |r|ud-:|s, icdars, studio 1:-;me. as well as video and phumgr‘:phmg ¢qmpm=m amnng ;}1|'!I=r5.
{O'Salhvan, 2005); R.udlu ads -:;-nlv l:'ﬁ]] j-:ra single vm-;.:: or m--.:- hence alleviating the excessive Ffﬂ'ill.l:tl.ﬂn..' |
costs In fn-.,I midst l.:-t'l |.~’: sfﬁ.ll-.’.liu |:|L-|.'n-u:h: frn-u pmdur.:tlml o [|rEiI‘ ml'r:r[lal:rs and Im‘thﬂ' rm...tms thu: ﬂmc.’ " i
inteided ail.;ln.lme,- The -:-'~:=ra|l'| ampll-:ali-:-n is message eommunication and lgss ﬂp::u-:lnurc

~ The ll’usnd\-'mling-l.a ul'll.udln .#li-rurusclugin l__'-l.'.ll'l:'l[llll isoi with other Media o =S e ' -
“The Absence of Visudls € is Beyond mamnahle doubls that the ]EIJI:TI-E'III mind - de pn.u—. i h-:11.c'_

|é|1'1em'.:-|'m-:|3 -t‘m wlull it seas us compared to what 3 heard. That smd overheard content in quick

suCCession i net I":glﬂt ed in thi hmln pnu:t-ﬂ:.' Thus, the -:untrnl:::m is that TV adwn:amg rhay have

'bﬂ-:r retentidn hapﬂm}- than m:hl:- I:Haa ulll:m, 20070, Whalever |Lll|l: n-r-ntt,-nt rr:Emcred in the rrvind ﬁn:rugh

eudio advertisi g ﬂ"ﬂﬂi ke ‘n'rl‘ﬂﬂ:e r“‘mllmlnd ]ntw. As a result, llm are high n.lmu.-e.!. that the audience

mii |'.l.:r-|:.1r |-:|1:||:mhn.r en entire: udw:rt cu.n the ;rmjm Ew.:n in the scenar iz af wtal mmgmhmn“. the hﬂ:nu . _
JI1.3].- not be in & 1|:r$|lu.:l|'| fir l.]ﬂ|JlI.|._L-:JrI'Ip|:t1.t -:':lmprchcn.ﬁmn -::lf the mi:amgl: Such is because one canw\‘. gee’ - ':' _. L
g p*nmr:nh‘ ilem that it dIEEUESJ:! It is common_for himans' to ]Jv:-]m'w: i cml} whm ﬂm-} see :hus

rendaring ‘!re method of <|:i'-'Lr1|5fmnnl pn:p'hl-u:matl-:. L :

'.hTJ“‘-"lJ'll!F From 2 |-=16l'-41 r.mm of view, the qutmneﬂ perspective of ridio ad-.--:ms:m:nt haits fruthe

einim that it does nel have a guaranitoe that somebidy will hear it (O Sullivan, ;ﬂi.'i“]' For instance, m

i s

advartiser fmay irrange’ 1 have his or her ad afred after-song 2, As per e moment, (he number ufp::apln: :"

listeniing to sunb. l.15 EIJ As 3000 15 30Ng ] coOmInERces, Ih-z llmuer.s find it wnattractive and 10 pf 1i1gm




advertising ml.,l:ﬁ.:.lw:. and l.llla.ll[-i:l.b]l: for wse:- 1008 in such a scenario thal advertisers opt for alt v:rn.eln-::.
forms of & |:|'|.'f_'l1|-|.|3|!|h|.l'|[ such as the print media or social |||-|;'|;‘|.m., .
Lacks Permanence: Besides, the form of edvertising is also asseciated wilh a temporal statg, I mHtr
words, ome cannot keep the advedt for qun; reference as n:.-.:-mp.m.-d to other alternatives 5uch as magnﬂr-:-z-
 and websites, The reader can tear off an ﬂl:ltll'lg part of the Fnrmtr or even save links and | mmg:a of advarts
when L.:-.uﬂg (e latter (Andrews & Shimp, 2017). Such ma.l:m.IE can be observed. huter hence ::{l:-iurlﬂ a
senge of permansnce. Ui the condrary, l.hr:_rmlm is'live, and once an event or an ad has beer read o, |1.
-;.'i-||||'||I. b n.-durp,' I 'c'-ll1::r.w-.'.'nr~'u"i the listener has tﬂ.l'ﬁﬂﬂ-m beér it or gven wait for the next Hme that the ad.
reappedss. Such s @ significant. blow since radio ﬂdn:msmg is thus outdone by TV advertising JI.'I ‘this . -
]:-urllzu].lr aspect, In the advent of the new technology, especially DVR, it is possible to rewind l::n:rtmt and
view. it again ---]:rn -the Wniumcr I:I-=¢:m.- it app:al:m, O Iha contrary, the radio utilizes ephem-eml m:lsi'
“which cannot be lturunud rldu 1e Ius auly w hope that it will be read-out again. :
I.'lmlruunn- Using l:hn: mch-::: |a~ au:h aqtagmus due toits pL;IELa'hIlIt_'r' where listeners can carry it alg 1g a.s t]lt'u'
maove alm it, [y Gt IT'I':lbI|I'.'.' phnn:s ain:_ aldo. :qulppnd with FM radios where ane cary easily listen o m-:h:- -
l}lu:ld-.dhlh aL -any time aL an}- place:. Hum:'-'nr the pﬁnam]m aspect that comes with the radio um he
regarded g5 a double: L‘dﬂﬂd Shﬂrd’wlpihlﬁ of inducing rict ‘only desirable’ ourcomes. but also negative
L im |:-hl.111|-_1nh ta radin .I=L~:|'..-vzl‘fmm'llg,.L F-L'!i' one,. p-:.uph:- can drive while Jjgnmmg to the-radio. Besides, one can’ -
.alﬁ-:- 1ndu|g.. ll1 other -.'ll:tl'n.'l:ul:ﬁ ‘wl‘ul: at the S-'ﬂml.‘-ilmﬁ I-lsl:i.'nmg to'the bmadn:a.s:s The l;unt.:lnplalu;m in 1h-|5_ )
perspective, s that na- dl iver is going to stop at the midille of the road 1o pay attention to radic broadeasts or
.Ldvr:dlﬂcm-:ms On ‘the other hand, those who are working inay be deeply engrossed in their tasks that they

E‘-:rrgu L piy aumfmr: o whalmr_r i5 gmng on o the radm merefm these drawbpcks uru:h:nﬂu;e mdm'
: 1d'r'l:|1|5| 1L, ) o : )
© Lanek of Affordability: “This pnrl:cular mnumplntlm dies not seek l-:!l criticize the pn:vmusl;, m-:ntmned_
agpogt that r*u.fh- 1d1 enlam“ is nat. costly. H-:-U-ﬂ:vtl it is imperative. 1o Jook at the matter with an Lnne: u_-,p:' :

in ke bid to ubs:'w: éven the 1i m-.,sl details. That said, ongé canngt efford to LE,I'II.':‘.I".. the facl that ra:lm o

”lll""ﬂflm"a.-'u 15 not E”Wdﬂbm over n short ptrmd As such, the post-effectiveness comes in when ong secks
Vb ulilize the I”“”“‘“” over--lang duratmn Tha said, for one to register an advertissiment that will stn:k_"'
ko the ||:Ju-:.5. of the targeted au{lmnqe ke ar she must be in a position to create nuMEFOS adverts thﬂt hﬂ'-'ﬂ.x N
to be repeated 3u:~a¢rall:r fior theim b stt-zk in the mind of consumers (Andrews & Shmp, Eﬂ]"-!'} As ,:.ul.,h
BIY marketir w:Iu:- a-:lw:rm-:s only e on the: radic may- ot make iy extra profit. Again, the nunh:r 1:|f 5
pequirsd clig s may, u-*r'-tn nist ::quutl: tc- the cost incurred in creating the ad Sat s

Market Share of Radio ﬁ:lvcmsiug Anyene making & close follow up nl‘ﬂm medi :an'nu.:-t firil to n-nh: a
Sngncam change in the medi 1 |EIrI'IJ'.-|L.H.|_'.I'E for. the past, fow decades. Besides the rapid tnhlinlc:-glml_
.J-Jvu:lr:»:mc s owell as cI:an;mg panems in th: mniumpuan practices, ome nf the most mf?m man:
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warianges is the upheaval in the advertising scope. The radio was alreadly self-sufTicient in the 19805 where

it hiad a two-deende lead on other forms, of media, However, with the advancement 6f technology, other -

younger mediums sprouted consequently leading o a substantial decrease in radic’s market share, As much_ -
nz ity l'!"‘i“'f’”" n the previous years Wik ﬂﬁ‘ﬂ}, it was still low and suffered significant l-:nssr.:s in'the m|ddlﬁ:
araaf- l||l.' last decmde L.m. to-the witerner ag well as the recession |]Lat umje;mm:d hruad:..ahlmh :.na:r-n:m. Just’

az it wus the- case m.h otlier meedia forms, radio acgrued substantial benefins :hmug]-. I-:_mg term eIonomic

progression in the advent of 1980-1990 as wn_ s the new century. In this case, radio advertisement

revenue hiked from 198(s $1.7 billion to $19.7 billion jn 2004 {Wojdynski & Golan, 2016).

_ Hmwwl, ﬂlrr-l Ihw period,  the "advemt of the. énline *platform hmughl, al:u:u: -:Iemsmung.
; II'IFI] catiang for radio adverts. .-"Lguirr the ma mic-slmmﬂ ﬂhll.e m:r.s-l_:u:ln pmmpll.n:l. dl:n:rcasnd ﬂ-:l'rerns:rﬁenl
'-bpmhm- where it followed ' patern of $2L.3, 19.5, to 16 l;.llm-n through 2607, - 2008; und 2009
regpectively iRDEﬂlhth- 2019), Comurrently, the value further hiked 1o §17.3 billion .in the advent of
2010. Tha suid, one cannat, ﬂ.ﬁfr-rfl 10 ignor: the: E‘m that it is the combined unpllmuum of the -..ij|1:||;|1:t]l||:m
faced from the enline platform in’ c-:-u_n.u ction with the Ilnpll-uﬂ]‘.ll;ln of the economis rlfrpr:asmn lhn anmunt

far the prlmur}- dmr‘h l:t;!-n..cs :I'lﬁ[ IJm: un.dmuumd H:npﬂfﬂrhmug of the medium. . - - . 0 o

In Iuw Wwith the r:u|ﬂeq.1pluuun5 qf Am:lmw & Shimp {;.l:]'l?] tie gEuha.l markst for a-:la :rtlsmg Lw,d ;

a "-H|J¢ of §3.2 billiosi in ”'ﬁ'l'-' ﬂnﬂdtﬂ, it was BLSIJ snid 1o be dﬂpmlmb 0 2.2% CAGR, gmm:h rae sinee |
201 ﬂ {"."r'-;:-_rﬂw.th . Gl:'lﬂ-ﬂ EJ 16k Nota by, radm ady ertiscanent entails one-of the |Ii|}5.l al]!l‘.urd.l.l_':]e means

of adv ertizing when used effeéctively, $IJGh Is l:-s:'..aus-r: radio .J.J\'i:rllsmg Iny |:|I1.n:£ the r;u:]usm: broadcasting

of audio gontent. Therefore, uiilike othér miodes i-'ll-':h a5 TV, the. producer. does not need o come up with an -

gye- =:|‘-|'IE“I|IHH. wﬂrﬂ':lli o IJH“ the ﬂltmtmn nf:' the audience. As 3 :r:sul" the overal) -:usL'a |:11.-u|1.-|: |.|1

aRCEULing the Endeak:}r smgnﬂ-:anﬂ} low,

flmu:i~ the affordability. makes up. the rqum:al:, as ko wh_-. redio advertising mll Imlda 4 a.Lng' cant

shure [n the adverising muiu,aln- C.::u-.un-:ml_-,- Hilmes. {2012 Jmplm-,r. that there ane progpects. fm h|'|mg a

srget of 837, 4 hl|.|l"|I'I villue for the advertising markut L1-:.f 2022, During the ¢onzidemtion. of the pfslﬁ.;lrrrts
& Tl1'?'arl'.?1L auni ullra-.,tn.'n;'[m 1 nevertisers, one cannot afford fo Lgnnn: the fact that the i,!ujpu!m ||:'_-.-' r.l-f the
: m‘:dl'uln i% d"-"]iﬂ.l“:ll.- and varies, from £ne nation 't t|1r.:. .:.Lh.:.r in terms of revenue and regn:h Tt.g_dm
audvertising has an extremely hiwh-end income in E'ana-ia and ke US. The most hk:i:.- reason. for ﬂ-..: high

- revenig i§ thal the two cnuntru.&. ane, ﬂimi:mlud with 1.um|11ulmg car culture whem ingdividusals I:a!a-n 1o, th:

adin while dri iving, The colre fetchis an n:mn.m] income of $67 per capita for the-entire Indu:Lr:.-

O the otlver hand, Germany’ and Canadi have u significantly lower yearly value of $47.pers

listener: As-the Tf't‘-‘liﬂ continues, Sweden and Avstralia depict an ':-.--.-n weaker performance with below 540
e Eapilu ':-‘ “ul-‘“"-‘-ﬂﬂ‘* ; the LI H'- and Fiance have & similar 'mhlﬂ where 1.1|.¢:.- botl make E[!-|'.II:'|.'|LII'|I:|.1-E|} 525~

per ta F'“"- every year, Whal is IR intriguing is that l||¢;r£' Ia:kE any :ﬂrn:Jaunn between ;Lun.hens.i: |'¢El._.|‘.|
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wivd revenue generaled in these countries. ‘Notably, the "global market value of radio adv;msing i5

|J|.Iil.l":II1IJq.f.|‘. 520 billion annually, Thus, the diving ﬁ.,l:m vary from one stste 1o the other. S.c-mL‘ 1:.1- rJ1u:,'

_eritieal aspects in the US may and w:;r.rin; in Asia, Eumpe ar Africa
28 T]nL Future of ﬂ:ldlu Ad?crtmng and Is CH thes
In consideration of the ?I"L?.'IT.JHFH mentioned facts, the general contention is that radio a-:l.w:rtlsmg

is liere to 5_1?} and iz not going awey. As such, radio advertising as a critical componend of marketing guu::ds

and-services and should be piaced in the mix for those seeking 1o promote their commioditivs. Nonéthabess, -
the vitality-of radie advertising may be unclear, Accordingly, o study executed in 2018 in the UK revealed -

that &3 much ag radio adveriizing eccounts for the second best mediom for sccomulating commendable

ROL, agencies wid advertisens gave il a rank of six ‘ouf -;:I' the seven.available mediums. As sucly, if the
results are a depiction of the wi der society’s pem[:n:-:nw o radiln sdvertising, then it is indeed hc'u.-nnd
rensonable ﬂnah:s that it is und-&n .-J.llll,-l:l

Hawever, Ifadwmscm “w'a 1=:| uppr:-:mtl: the crucial role played by the pl*tl.l!‘-::rm then its market

_ share M}uld SH:EIHII# sum:muuuy ﬂm;I :v:n depict |u|pussw= resuy s globally as it was the case mth'

Eql arope in the L'K il 2'113 T'hﬂ-t .':am' |:I.¢1=|r¢:r I:Iﬁ.!ﬂ:mmllu:ln of the reality surrounding f.miln 5 n!qlhcm.e 'I-'-_l”

come in handy in ll‘lggﬁl‘!nﬂ, r'nu::r: u.l.'iw:rtlsl.ng revenue for radio 5m1|r.:||:|5 Concurrently, a-significant-

-pmpmmn of indiv Iduals in the ml'.'l:ha imdusiry posstss ad'u-:rw assumplions oy the ‘effectiv eress n[’ra.ﬂ:n:;s
.IThanI} fotfowing rn:r.lhu 1hu1 um:'lcnmu-: is napulmt:. with the voungsters, -veach s well:as du.ll].c Ijslmng
r.llu.lllc:-u_.u: well as demogr _u|1_h_h:5 in relation 1o education and income {Wojdynski & mjan,.zumj. Indeed,

" the imdustiy i o Elﬂ.pﬂ.l'liﬂ.”"-" blamied for allowing the particular misunderstandin gs to p:e‘n.'ai] in'thé.r‘nurk'u[

As such, they need to embrace a m]l-:ct:w: str:w:g:.' in-conjunction with an agg;n:ssu,e campaign o t!r.i.d]l;n.h: - K
tEl-: myths, Hm-'lz'w..r the activity has to be backed up by hard evidence on.a gln!:.al ml& te d.:. g-..-.-u]..- 'I.l.'jlfh i X
the *It'ratll.ng sick  attitude, "-1-051 IJ'|i|'.'Il.':'I‘!HI1|J}_, e cunlbmpurar_',' world - is Ime m -an, :;l:c-nnm'.-

charsctar zhd by "-:-n—dnnand ulu:re Wl'lal.lﬂ'ltll.'i Can get v-hat they need and at o g,nrm time as w:” as.

Ic'i:qlmn : Lo

[l'l Jhe- :II:I"\- 1t n:u’r H‘I:III'Il:I.l':IE:r'. vig nn:tu'rlp' !:HJEa-I]:Ih.- 15 -;.tﬁn.r near-immediate gnud.s and s.-r:rwc::e de]n-en.-

Az r&*‘-ul[, I:hEI'-E is"a wirtual lIIJkLrl:. of demand and sunply TII: particular need For prompicss J'.IHh 4
S-Lihil-lm-.d '-'EFI!:'I.IE- I1~:|LI*'-TFJI:5 ranging j'rq:nm lmrlspurtu:llnn and media o labor. As a msuh., conveni Bince ha& .
e it: puasl.l:l e for bumnnsm:s to fultllni the nm:-dﬁ m CRIEUMETS with -mmﬂ:rn aind sase L‘l.!r'u;d}nsl-u s £
Colan, _3I'JI L6, The :t?-:t_:'m of reval Htion, lharef-nr'..., challl.ng.rs radio adverlising Lo r.han..g,r. its ways znd ad_upt._'

more 'suilable models, . Fou .L:-n'.r;_u,-'i|1i'¥n'_:|j:_|ti'-'= adverising paradigms - have' an obligation o create-the-
9 . z E F L L & B

exemplary user ex perience in this particulsr "on-demand” werld. In line with this argusment, consuners are

continually as:t-:_k'in_g 1o do away with ads and consequently ageess the content that they desire.
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The development of LJ"M"H as previously meéntioned bas wade it possible to do away with ads when ©
wiicl hing TV, With ad blocking software, viEWers can rJ:spl.u_-,.- m?m: atls, On the other I1a|1d radic a:is are .
Cimpessible Lo skip. The old audience had to change- channels which were very few. However, the:
cantemporary world las ssen on ingrease in the number of radio channels thus ]-.-,an:lmg to less .:-:mmur-:ial
interruptions. In such a SCEnAL, il becaimes very challenging foor radia ad\-:m.smg ta support its r:'vmuc.
while dt tlig same "lI|L'-:I-I[I.I1L the issuc of sending Wy il% andience. Thé best mnedy fior the suzlmlmu fsto
Linilize onic. of the unique radio assets; which is the present tor's power of persuasion. 'iun:h end-:jrsr.-.mn:nl’ isa..
L antical l-m—l thal comes m |'|..||-.]'- in-greating @ unique relationship with the: uu-;Eu:uL: The preserders thus
become ﬂ:ld:ahle and uu:-n:d c:-pu.mrr leaders, As such, they, can be ina pnsmnu o |r|ﬂu|;=nn:u the audrem.e
i Consen Il:t'l”!r a:n:l in Rhﬂpul[r Ahigir purchasing decigions heuﬂu adiing on th-_- value of ram.::n ndwﬂ:smg
: (Domazet, D::hu. -.*-". M|Ima|]m EI.?] R llk:: manm.._mlm udv:ms_mg. also _nmis tu_:r.;unsr.ldﬂ_umbm:nub _ '
i ~non- .ul-::mpuw m:h--:rl.:smg _ i S L : ok S .. 5
: e Radio advetising is g muclaila:l}tlbnn in* ﬂw advent ut‘ the 2at :.-:mur'_'.r As, much as it Juu. fm::.:t_-_- :
Stify compelition fr-:-m nﬂu:r ’rr:urm:l !:nf ndwms:m:nl that hwe mnﬁquennly reduced its market 5Iuam, ifs
remaining Pap wlation is' mll whﬂmltlﬁl Thtr:hme it i vital 1|'I=HI the platform comes up with ideal wa:fi of
conrecting thelr ﬂ:wﬁ wihibe il the: sumc time taking ﬂd‘l.-',anmgg GF their ':r“ﬂn.l;.h-:ull:ls. That, ﬂld e L :
.;.d'.rv:»h-slrlg i |~. it hng.ht fulur“ ns 5huwn in Europs's context pr:.w':[:d the r-:spcms.ﬂ.:]a u'.d;'..-u.‘.lua.ls uhr:u L0 e
emhrat: -;,-:lrr::c:twc mieasures 1 gnsure Chuat 1|1= pt.llru"m LLLsz up with the rnpu:]l:.r thmﬂmg w-;u-ld nf-_ s
& I:-u5|11-::55. . ; : . e e
‘2.3 EMPIRICAL RI!..‘L—’! EwW : e .
Al Lhe, tum UF A u-mnlu:}-, 1hr:|‘-: '..u.arig I'eu.. QreEr |:|1.::.u:1: fior - women in bpsmess., h-;:-mw:n
a'u:l*—'emmm_., wils ane of the fow, E:II:'I.I:C' WOman was mpnnmblu for m.;ﬁ.t of -the purr:has.mg, d|:|:||.: i their
- houselal d, ﬁ-ﬂwﬁlw‘i ang: agmmes t'm:ﬂgmzn-d the vﬂlue of women Ansight dl.mng the ::rwwe pmcess in
ra..ec. L I"n:l Alncrh.arl .I'!l.d'.-n:r'li‘qmg to uge se:n.ua] 5:_11 was r;r-:gr.u:d by & woman, Alﬂ-.-uugh t‘m: I:-:, dq}-_::
' “standzrd, the -‘ulw.ﬂnsﬂu‘i#ill Tentured a couples '-H!h the message the skin yoo love to,touch”,

In the early 19205 the first radio station wers estublished by radio aquipment. M:mufucmr:rs ann;l '

rélailers wha offered program in order o c-ﬂll more non-profit erganization followed suit in m;umg of their
awiy': radio -I‘°|£I-:- b N d ||.-.II.|-.1 &%, &lubs, snll.ml Bl'u:l civic group when the practices of, sp-nnmrmg_ FII'I_‘AJFI'.EI.I'IH
WS j:-l'.l|.11||d ized, I..-EI.I.'.l'l individual ra-:lm program was usnally apun.:mr-l.d by & smg!r: business in r;xv:laang-:- ’ﬁ:u._.
~a briel e cnlwn of the business nﬂm-,d &t h:ggmg and end of the sp-:ns.nr-:.lup right in small time s]lu-nanu-n
.r|1J.1=r thun s:.-:]hng_ the qpnns 1r=:.||p rJgh; Lo single buzingss per show,
H,.uag-::-pul (2011) cong ucled-a study 10 éxamine the effect of radio ad -.f-.*mmm:nls on urban e
cor I111'Il-l'215 shopping habits and 1o II-E-':I'IEIIEI the function of radio advertising :n mmmunmaﬂng sales &

pn‘.-1nu|rh_n information, r‘u.l.u.'l'lmg 10 the study; e effect of ra_-:lm commercials. on consumer behavior and

- Ny




pliysical, myutm.- AN eeonoimie TRCLOorS signi 1‘mnl.l:r impacis how wrban consumers shop al p:!ali
estublishinams. The varied effects of leading and challenging refail enlerprises’ advertising. campeigns an
anticipaled prt*du-:t sales show that radio advertisemignts qumi'q_nnll}-' arouise customers and ing rease s.a]es_
violumie in various retail outlots "Pﬂ.ﬂﬂghru.}ulm & Green, 2008}, ‘Duz to their more accessible [u‘.:-,:r.ss to
radio transmissions, metropolitan commuteérs have a ‘greater sense of intimacy with the bmma.sts {Iﬂ.ui”t’:_rt.'
100w, ' ' 1 ' ; P R
- Local radic advertisements inform listeners abowt market trends (Sauls & Gieer, .!LIU?j Listeriers
s :1J'lun:nc|:d by ra dlﬂ ot ercials every -d.u_-p of u.u wieek dnd mmughnu: w;rrkmg hours {Ragag;:spa..
) Radio ~'d~ftmsemmiq usu mlthusmsm and rn.-:::pum: of dlwtsuly 18 persunsive strategies to maﬂ:-.-t :
pocds and smuzci dunnu; wu-r.kmg h-:rurs, w1|| the n:t-...u :hal ACCess 1o commercial Jnﬁ:-rm:u.mn i l:n:- new .
".--.!'..'II tier" “af the ¢ e grtiy nment uu:l.usl'v They ta;gl.t -ﬂu-ﬂil:l]l:“-l:‘.i based. an AgE, gender, and cﬂmjmr}r fGLI:aelvet '
al., _UDE} Mengka (20185 underook a study 1a emmm: how TV adv enmug affects jFonsumer pufchasmg '
uL-.HIDIH . Fhig, SILI-:'.},E f'n:i:lngﬂ dmnm!s:mt t|:|l: |m|mr|:m1 influences that credibility, mt::ran:tmn a.nd
m!l‘uml-alnwua:sa I.a.w: ail r.:unﬁurn:r' mehaslng d:cmﬂns Arnjum, B, Irom, A, & '-.Iah::::d . {"ELI 5,
L APPRAISAL OF THEREVIEW - © o ' . _ .
i < The n.,mpmv:nl n:-ru:w nn l:i.m impact of radio ﬂ-ﬂ'ml‘ll&éﬂ'lﬂl.[ﬁ i 1h+: bu:.-lng_ hal:-nts of '-lllagm

Focusing on the Eleko commun iy, ﬁﬂ'us a fmurr:d anai}m of existing research -within uus ‘specific.. =

-.Jd"r'LTtIEJI'I_la mediom, El:r- narmwur the scope w0, radio mhert::.mg. the reviews provides -.-alual:rl: u:uy:na '
inito the unkg ¢ elfects of thi & communication channel on rursl consumer behavior, ; :

H-:mm:lulng u-lll}, the r-:,flcw d:mu:-nstmt:s ‘A 3‘_'.-'5[E'Jll.ﬂlu. approach to bdannr'wmg and u-.uiuann_g_ ¥
rr:.ﬂant 5:-.|d-e3 .1|:'Ew.I]'I'Fq'°I-||:r r-:luu:r.. ‘t-l:l FEIiI'I:I adh'l;rﬂﬁmgs mﬂu:n-:: on buying habits i b :ru.ral 5|=m|1g.5 hke
. e, T 111¢]Lla|ul'| l::rll-.':rlu are nlq::a.-ril".f defined; :llsurmg that only studies directly a-jdr:-ssmg the research
upl-;, e considered. a8 e

Kr_-, I1r|l;J|n'=-.5 from Ihu :|:'|.-1e.w suggeﬂ that rau:lm advertising phays a ngmil‘:ﬁm l-n,]g in .Ehﬂpmg g
villngers' b”:r“"a h'h'lﬁ- Pﬂrll'-hlu-l |:r' in argas with hl'mtrd gcoess o other medix clmm:h Ru-im B uhln:.r 0
reach-a wide audience; including, HW‘H‘-‘ i remote of underserved communities, makes-ita pﬂwerfl.ll :n-s:l far
" adwvertisers -.u,.un;.'g ll.:--LrngI.gL' with rural consumecs, -

The review's IIII|.11I'.-I.1|:|.L:-I'ih underseore the |]'|:1|:r|:|l'ta.l'||'_‘¢ qf targeted and |l;.'IL-i|.|.L.'L'.'..-|:|. radio ad vertising
slrategies in ‘Eﬂth“i[t Elekio villagers and m[!u:n-:mg their pur-.JtasmE, decisions. By synthesizing findings

across 5|u-;1|:—-_, 1hg r.;r'u:'-» provides ‘actionable I":I:-'I'.'II:HI'I'I.I:EI.dHJ.I.-L'lI.'I-‘- for -advertisers, ﬂmkﬂcﬁ. n.ru:l_ -

) |‘l:'!'u:_-r|1-.1Ll:r'= w.-.,ltmg 11;. l-ew,mg., m.;]p;:. ad‘r'r.mamg o wmﬂﬂlb EI-J.ZIIIHMIC da\-tlﬂfﬂntnt ﬂJ‘.ld consumer
W i:lf'u': in rufal E,IE;],,;. ; . ]
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CHA FITER THIREL
RESEARCH METHODOLOGY |
1n INTRODUCTION :

Research study is an important wol for advancing knowledge, promoting progress and for snabling

mnn o rélate more effectively to his erivironment in order o accomplish his purposes and resolves his.

conflicts: Hmmuhu this chapter ‘is ¢C-"I¢"-‘ﬁ1-=d with 1he methods used in wil:-c-tmg. :mul}zlng and -
It l: |:I|‘-'\-'||I -4 1h |.'|-:'I-.d. for e s lIIJ:r Therelore, it cont a:ns the rescarch I.1I.SIE.T'I.. research ml::ﬂ]n:-d pﬂpulaur:-n
of thé st d, ;dnp[-. techiniques and: sampling size, source and- metlm-;_i of data collection, u:r:hmqm:anfdam v

qmulnl:- a5 well as '-':-lrlahlcﬁ. ::ul the syudy,

LN RESUARCH DLE]LN

Hajendar r""J::'EP.' defined Tescarch df:s:gn as it commumicate the intentiois ;;1' I;hE ||:a'e|]rcher the -

purpase of the stud} and ifs ||1ap-;,1rldmz, together with 2 step-by- -step plan_for wudun:ung ‘the sw.d\-
Froblen'is ld’-'!dl“”'?d quna.n-:'ma ﬂfh"-mﬁllﬂiu are statod, 'raruai,les are :df:nllul:d and 1ermaare :Inl'n-:d Thy -
subjects io be cancluded i the mktrurm:nti tu 'ﬂ:nn*:‘.ruc: Thc pm-;iuv:*m to i‘n!lum how the da:a wll be

&

ll'lle:rz.“-.lnllarusp.llcd ouL.; . ’ L g

. Research -i-:ﬁrgn 15 a ?:asw: p]an [Im ,gmd::. data c‘u;!]:ciu.:nn and 1.h¢ anai;.;.u. ph.mz of arly rr.m.-,nn.'-u oY

3 _m:ulr. It can be [Egprdl-d 1 lhﬁfmﬂ:n} wul:L which specifies the'type: r:-!'mfurmmun 0 be gathered mcludmg

- the source of da:a and.ihe pl”-.'n.Hlur'l: used in cu:d]:clmg then. .ﬁ.ccn-rdmg 1o mel and ndw_.'e £2006)

.rnau.nr':h design. can be SR Q15 ths "simc-'rurc of research, it |= the glue that holds all the :hm:ntr. in the

* research’ pn.ym.:i tuhnllll:r

3.2 RESEARCH 'ﬂFl HOD ;
Undepiable, the |:l|.‘£l methcd nr El:ud_'r'mb attitudes, behavior an-:_l Ptive |‘-El'|:1-ﬁ|.115 |j1_¢ s.unu_-,-'

r|,5|.'|"‘|l I'l'u.l:l'u.}d. hunee, 11.was ndupl:d- far l:'ua regearch, El,lr‘p'l::'.' mcthc:-d ig ane |;|.f' the nl;l,-e:g.t pe;sean;h L

_ metheds as define by hcmng-:r. Ll 15 the: process of l.'l;.'ult“dlllE data I'rr:m a pnpufa.tmn or a sam;}h: d rawri
' !.DN i popu thlun ar W th. the: PUrpose '.lrlr'l"riblllil:, ‘ralalive -II'IL‘I-L1LI'|E:|.:I oogUITENGE O inter mjalmnf.]up
wimong the variables of Hadural |Jl1¢-lmr'ﬂw-nn| The “nim’ and * chjective of this ::Impi:r is 10 presmi thv:
|Jr:-,-;,dur-., followed in ..u.l'lll:'rIHE the goals of the n:ﬂ::m_h

R L

33 POPULATION OF THESTUDY .~ = . . sl el
' Pepolation of st iy fior any reseu.n:h w-::ut has been 'l.-a.T:Er'U-'EI:}- defined by quﬂl:n:nl hchulm and
their de I"Lmtlunls j:rmul-:d towarg lie sIme -;In'-::v;'tlun Avwokeni. {200 16) refers 1o populations u:ur 2 research )

stisdy s the 5ot of all pa.ltl-:ljmru that qualll:, for a study while: Akinade and Qwolabi Q.EII]'J dEﬁn:::l

”-5-='|ﬁ-h F":‘I'-'U"ﬂt on as'the total set of cbservations (i whichi um]:llL is drawn. In a.nmlier '-;i.-;se,-'_ gk

Wi II1|‘1-L":I' & Doi nmnuk (2012) population of a research study'is & list of collection of SI.Ilfuﬁclla. objects,

A . i . ¥
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Varinbles or concep in a detined environment. This could be a group or class of -.a.-nm“ cuntept or

phencmenal | ini 2 civen study

-

I this FESEIII"-‘II. the population used comprises of residents of Eleko r:nmrminj::.-' in llorin east ]u:u:al

Eevemmant, Kiwirn state. T-h" FH:l:-'-U|3'i='Z"I wias made up of rqdm- nudiences in the area who h.:w: [[sttm:l:l 0

| EI."I'I‘-I{',E'J'd.h]l: measare of n:lvcrltsnn ent frem broadcast :..edm,
34 h.-‘nM]"‘l LT A .-\NI:I SAMPLING TECHNIQUE

A sample s @ manageable section of a population but elements cul‘ 1.~.I1|1:h have commen

charaeteristics. In -'v"-]“'ﬂ sample size is SLI'I'IP|} a I'rabmclfl of research rh::lpulanun 11'|rnugh whl-:h data will.
be collecied, According to [ssa ["’I,I- FyE| et r::-h. rrnd toas fhe study. of population hu:.m wilkich ||-.-;::,3u:_l,- ‘data

2l :l-.l.qu.l'_u. "

fior its condiiet woild be uE:-I'unr:::I [t is the elements making up, the. sample T actualiy aludmd' m:u:i_ T

,gc‘n-:ml.zﬂ-n.:-n-; oF in Ferances dtHJ'uP the p»:upl.ll tion are-‘made. This gcuerahmlmn .;.-[' ng.,,mt liﬂ-‘i'ﬂd o “H.

hll:lT'lFIh: 1o the: pop th:m |s t'1-: magr purpn:ns: of 5:|mpl|n.g and ﬂ.l.a'i_'l i :'muur concemn in an_'_n.-' 5:: mhfm
u1mu5u1|un '

A phrpl.'.ﬂwr: samplmg .Ef:hmqw: wus u;r.'d :n- dcre:nmnc ﬂ-u: sample size of I!.us study. !' iz I‘urm uf
NGt pmhahlllw 5amplmg I.u whu:]:. ms:a:i:hm rl:l:.' on their own Judgrnr:m when choosing |:m:rrikws urthe
: puj_-L-ﬂ lor 10 11:l.r'-l|::|pi]lcf |.n {I'iulr sur'. ays.: ,
- The reason ﬁ:lr Bdupt‘ﬂg l.hls :sd.l'llplmE size ttchnlqu-l: iz to give the rr,-_,:.u.rc]l,ﬂ an ak:n.w to, use his
Judgm:;nl in &:lcc::ng ﬂH: ag,g,negu.». respondents suitabile for the research wark. In this, wise, the .:.ﬁmpi'r: st_r,
of this stisdy iz B mited to-the twe hundred (200) respondents in Eleko tntuwumt}-
3.5 : H.]' .":lE:'LlIf_H INthil]\'TENT

Drata v:-:-llcl:'tln;ln IQELr I.'IIHE“uLa refer o the dévicesfinsiriments used fo collect data, such-as a pu.pl::r'

a.uu.ln nn'un: o computeragsisted mt:nrh:u.mb SyElean, case .5[ud|._b checklists, interviews,’ u-bsm".-atu:n

'iﬂ""bll“'h .|m1 SUrvEYs of questionmaires are tools that can be used o collect data; However The re&enr.:her-

choose l’.|IJ|!£I.||_'|||JI|.|.|||. qlb' 18 |r|-.i' I|-;Jd of collecting data.

A questinnairg is a n:s:un..h instrument [|1:.'|[ consists of a set of ql..u‘.-ﬂ]c-ns for the: purpmﬁa of
|,| nering ||'n[:1r'n1-uu:|n from respondents Thn:nugl: gur-..n_e_-r or 5:_5::51u,a|, study. A rdw:_arv:dt qu.:gumpmm is-
typically a mm of clase- ended quvad..l.-l:lr'ls- and li'ﬁ.F-I.IJv':ldeﬂ quﬁtmns The instrument that will be. us:l:l lo ._
w-lm datn an: res |J,I}JII.1EI11.=E‘I5 qqtiimnna.lrﬁ The questicnnaire will be spec:uijy structured wy meet the " -
.|"|,.-..J.J Ii'.llur,almnnmn: is chosen because it is q:ne of the data 1..l:l|.|-|.'.-l:1.|{!l|'| mstrum.-:m wnder survey . resea;-:h' .
method. “The Tasearch I:isl:rumml use in this resean:h work has mainly the qu-:.-.nnnnmn: prepared by the - '

msL.an:het fo-the ]:lu:p-am: al rLuu::-. ing appropriate ‘and r-:lm-am m:l'urmaunn the queqlmlmnlre i i, ‘e .

R g .
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3
LS VALIDITY AND RELIABILITY OF THE Ill*.-Sl-,Mi'.L H INSTRUMENT
It is important to ev a]uun: the qu-uhl:.-' of data interprelation by examining fhlffﬂl"ﬂi' liry and ‘-'3“‘“1}
of the feseirch findings, A Itwcﬂl-._h study |3 reliable if consistent h:‘r-ﬂll-s are ul:'ld-ll'ltd b:r d1ﬁ=lﬂﬂ
rgses l|'|1|'u:h uml-:mmng the study under the same conditions '

T ensure ihe validity of the instrument used for the study, expers will be consulted 1o look at the

questionnaing l[E‘I'l'E increlation. i s ﬂbl||t_'r' to ‘achicve the ftated objectives of lhE research, level of - -

covernge, wmpn.h... sibitity and suitability for prospective respandents. To increase’ the reliability of this
reseaich, standardized secondary data from media houses id the Ilbmr'. will be m:nf“::l n urd:r bir
. strgnythen the rr.-1|~|hul ty.of the data’ A pilot test will take the form of test- retest inethod. :

: Test-retest wethod I.'l""E.‘:ih.rHI approgch wherehy the D:Ellil':l-.lhl}" of an -instrument is EE':HI'.'ll.IEth b'_'.- ;
nsking a respondent wha I'i bl -..l.'!-lnpl-:.1td qum.:u.:.umare the ﬁp_:.l. 1.|me 1y do 50 the su::quml utlh, |-||~. TGSF"JHEI‘-'} e
can 'hu."n b n:umnu.li:d for -:i,:u'uilalmm' :

3.7 ME'] HUD EiF ADM]I"II-E-']’R.ATI l'.]""i E.'l!- I'H.E- REEEH.HLH IHSTRUMENT

The |;I1:a cnllci;tlr'n: mﬂl:.mi w:li bu: used :n sa-.ler:lma The icspandﬂnm for 1hl= z-l.l..dzr is the ‘r’arl:l
farmula m.:qh;.d Msing this |nur11q,d -;.u:mmmn:s 1.:,|IJ I:u: admm-s:ered to collect data from r:sF-:-n-:ltru.s
T '11!11|:|11r:=:| {mﬂ} qu¢3 1-:|np|11_1_'r|:5. wpll h.e.ls%:;m:.t L1 rﬁpﬂndenl.-s ki i:J-..kv.:n cnmm'.lnn:.- : ;

,.i.l.l .5I:.|{',J;l;l::d :ewc-nrl:q ts mre m.du:n andiences who are bi:mu:cn the ages of 1850 years, thrz pur]:rﬂsc .
of the sulu:tmn was Lo emmmc tI-u:- Ln'lpmtl of radio advertisement on buying habit of '-.-Iany.*Ts i F.Juk-:-.
community, . e

‘38 METHOD OF mw'. ANALYSIS

: Data |u1||_-. 5is . is the process of gystematicully - uppl}mg slat istical orfand ;ll:g,mui techniques to
" deseribg i iliusication, recap and evaluste data, Method of data ﬂlh'-llrhﬁ that will be.used for the research
work is stutistic mlvs:s mmh-ng simple Pmrntage ngisure mupl:d with- cross tabulation. Statistical
* g .jlvm which. uses simjle .p-.-mnntag: and eross tabu]a.tu:-n in analyzing collected. data rakes it zasy fo
 interpret |&-:|m|15¢5 Tl vespondents will n::spmd to- the terins by ticking. the optign  they !'tJt best_
gxpressing their views at:cr readirig the question carcfully and all the dota collected wilkbe analyzed, The

ressareher will m ake vsi |:|r the statistice! package for social sciences (SPS5) in anasy .r|u|g. the data.
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CHAPTER FOUR

DATA PRESENTATION AND ANALYSIS - AT
4.1 ' INTRODUCTION . A L !
This ‘chipter focuses on the presentation of data and analysis of the rosult obained. from '

“responidents du 'in--. Tield survey: A ‘total of one hundred {100} guestionnaires were .-|-;lm1"ni5|:r:r:|:l o 3
respondents via questionngire, The dala obtained in the field survey were presented and an._-.lg,.n_.j ||=:||1g ¢hi-

square (x°) method, Preseintation and analysis of data collected ave shown below:

41 FIELD PERFORMANCE OF THE R['ql"r‘i.HC[l WSTRU\'IENT

4.2.1 ""lu.ll"ih sis of Rtipllﬂ[ltl‘l15 Demographic
Talde 1: Gender - i :

L) Variable ~ Ri‘-_'s.g._lt.rhdﬂn[-"' Percentage (%) o j
“Male . a8 I T |
Female R T 2% ;f
TOTAL S e R R i T X T3
B ﬁlur:«h Flﬂl.d Sun*:} 2024

* Analysis: le a!:-:we Hblt shcms [Iaal 43 |'-::spundmlh n:pmsm.lmg 48% of ]I:II[] r:;spaandenu are: male while
§2% u| the: I"-'F&FIDIJ'jﬂl'I-lh LII'L Tuﬂ!ﬂm Tl"ﬂ I"-'FIF'EE-'I:ILTE an E':Etptﬂ.hlﬁ result of L'-L1|Ei1 I_._,,l!-'l'llil!‘l' gru-upﬁ vrllh l'l.mfl]:
- |'Ii|-'|. |||g1 s I‘LIL,l.'l'.'.'SI |Ja:t LlphLlng, hﬁpunddnli in this stuJ} ' ' '
' Table 3¢ Marllﬂl Slnius

| Variable _ Respondent : I’:r_crnl.u.'gu (%) R '
. .Fﬁ‘-‘ii%]? e :_E']" B 11 _ e i
Mamed T e TR T e )
" TOTAL - . a0 L A S D I T
Souﬂ:n. Field Survey, 2024 . %
34 Analysis: Thie above table sh '-'r‘i Illa1 Enl respandents r-_prr:mumg 61% of 100 ::5[:.1|1d¢n:; ur& smgl.e, ‘1'? ]
f:. rn~.|1|n1d-==|rs. -apn:s-,nuru., 1'3‘1*.<~|n: ||1*|.m-:d '
v Table 3: Age
: RN B 7 RSN T SR . 4%
i 5 26:35 ... B o T
A ¥ I TR T —
T 7 o e - 57 o P
[ToraL “Tioo . " 100% i
- . E';-ﬂ-uru:: Field Eum;..-,_EUE;t. ol
0 %




Analysis; Thi: above wble shows that 1-1{{11 o)of 100 respondents are between the ages of 15425, 37% ame

betwean the age uf £0-33, 2l respondents.are between the age of 36-45 while 9% respondents are between

thie age. ul'-’lt- and ahove as at the Lime of the slm:l:.r

Table 4: Achdemic Level

=

?

Variable | Respondent [ Percentage (%) .
Mo formal education | 14 |L 14% 7
NCEOND T T3 - %
FNDESe - R 0% N
Ofhers. . BETENA I e R o
| TOTAL .~ 7 100 PR 100% g

Analysis: The !ahlu ai:-..wr_ show's thﬂl‘ 4 I"H-PDl'I-dE‘IItE tt:pttﬂtnl-lllg H’.'fn of 10} respandents has 10 Junnﬂl
c.:lnu:un.::-n A n¢¢q:ujnd::n15 II=|JII=5'-‘DLII13 3-"-"’-’3 uf the |.I.'l|:|1.|. rl.,spmdnnla has either ON 1].‘!.-"['41‘.':]:, ccmj‘mut:;, 4{I
respanduents sepresenting 0% of “'3 tatal F'-'-EP‘C'"E'WL"- are HMIVBSe l.-':l'llﬁ"-.-:ﬂ: while ¢ r:ap-;::m:l:nts- e

! rl:'p.n: 5':||.th5 E.l”f":- 1.1..|Ealﬂqi u:hg:s
Tahle 5= RE'IE“}H P _. Lt _:

Euun:a. Field ";url.-g*.-, 2024

1 Respondent

Percentage (%a)

’ vaﬂnblr.' _

Christn 137 BT 7% -

Mustim o - g T % T -
T thera R T 6. .
:W IR T 100%

Source: Ficld Survey, 1024

Aualysis: From the table .xl:-u-w. 37 respondents representing 37% of 100 respondents are Christian, -1-3

" FESon I"IIIS representing H'i]"-*:- e Muslims while 14 respondents representing 14% indlcated ethers. T"u_-:

reprasents a siricely scceptable result with Muslim réspondénss having the highest population. - - -
K 4 op ! pe B g

422 Anulysis uf CQuestivas in the Research Instrament

Table 6: ]Iuw nl'tr,n de 1'.-|:|u listen m the radio?

b THE SR -

[ {)]JEEJT;' : ; | Frequency | Peﬁniaﬁe
Rorely - o 18 “18%
D\_-..asjmmll_-. y . T | I6% )
Jr-::qlu:[h- L I e AT R | 8%
Neryoftgs 0 oL L ain e [ 259 ETE
[ao0% - . o

| Total - i 100’

Source: Ficld Survey, 2024
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o From the table presented above, tive |8 respondents indicated thas :!-15_:'!.' listen T-nrr:g'di-u:n- rarely use. 39% of the

- - P |
respondems indicated ocensionally, 18% of the respundents ehose frequently while 25 respondents

-nd il.-i11tl:. very often,

fulhlr T: Which radio stations :In you usually listen ta?

U|:|ru:ul=. . Freguency Fﬂrl;eulqge :
Sobi Fm T ] G394
fl.]ﬁﬁ:-_ﬁ S 25 Ty 25% |
Fresh Fm 5 . o

I-iluﬁll Fm oo TR 10%

Mididnd Fm T ) £ TR

s : T TR
Toul ' [0 | 100%

Tll's l.|L1i|-: -'-lbmt 51 WS, f-hﬂ’t 49 *Jf Wﬂ' msmndcntamd:-.amd that. thur u:-ﬂen Ilsh:u o Su-l:u 'm mnn: than
other ﬁ'-'hm :--Ehﬁlﬁ, r hst;n TD H.&T.lir';lujr fmi, 5 hh!-:nn.l:l o Frc&h fm, :10 llm:n 1o Raoval ﬁn 9 lusttns 0

5!:.|un:|; I-ml-.t Sun:} 2{.@4

I!'-ildlﬂnd Am whiie 2 raﬁpw.denu mdmu:d gtliors,

h-’p

Tﬂh‘lﬂ H: How olten o }'uu htar iy i.:t'lﬁﬁu'mnu on the radm"‘

:--'|
i

) 'Dplmm, ; quuenm' . : Pereenlage
Wery :rr:qut:ngl:.f 26 _ ) 26% AT
"ﬁ&,‘jmu} A : 0%, m
[ Gecasicrally. - % EENERL 26%
__H.IrEt}_ - —A 1 . _H S =il &aﬁ:‘ .
[ Foml - iur.r ) % >

— Emmoem

The table above shows the responses Lrl"rl:::[.'u.:-nd-::lh.- based on-how often listens w advertisenmant on rﬁ.d 8.

o 26026%e) of OO M:Pﬂﬂd'-‘ﬂti mdlﬁmd VEry Fr:qucnrl}f, 40 respondents chosé maslunall_',., 26 ('Eri%}

'a-uurl:-r:' rmld Su]'bul:.:u1‘l i

reézpopdents indicated frl.r;lv 1'-h||E g {3".--‘5] respondonts indicated rarely

Table 9: Have you cver madu*a purchase bascd on “ rudm advertisement?

[T

o R ET
RCE R

ul

+ bk - S

=

R T T N

Ciptions - Frnquuuc:r ] I’tmr:nmun - d ; :
Yes : " 8% B R
o = 37 [32% ) FCRIR e
TTotal, 00 | 100% o A It
ion v Source; Ficld Survey, 2024 o : v e 14
3 - Bl SNy
—_—_—— _ — —_  — . — e




From the table presented above, 68 respondents indicated that they have purchase base on fadic
- ndvestisgrment while 32 respondents indicated No.

Tuble -1k ”‘” yuu think radie ad\l:rl:lknlml.s alfect the buying hoabits of Hllagr:r:i 1n Elelm
(1] Hilhlunlh g ik ’

Fﬂjnlm:m_ _ e Frequency _ - o P.:r_c:ntaua ]
Wl AT Lo W R TR
| Na T e ) 27 - K 2% o BT
Mot 51.:.'-:: _ : .. . 40 1 | |
. 'I'u:L-.iI SN i 'y e e et 10 r .

| Rouree: !"mld Erurm].r, 2024
From fhg ﬂb'? P"'-h'-ﬂﬂlﬂt ﬂhﬂ‘-’ﬂ- 3B respondents r:]:ln:sﬂmug 38% of the lotal rt!spu-ndtma m.:hcun:d thal:

-radio adv r.:rlmn:uta aEi‘-;cL the. hu;,-m.g !l:uLul;a of w.llug-..ls in Eleko l:nnml.umr'-"., 22 rc.apmdnnh d..gagt'ée
wehi e i respmndcm'a |:r:d|-:B.tI:1:I nnt sure:

Table 11; “.aillﬂ- :I'll:|'ln'l.‘rl-|.!-L-I]!L|ill'l ml'luem:u miy. pl.'lmllﬂ..'iil‘lﬂj decisions,

rﬂ-p:mna ) . v : o= Freguency _ ';hP'en:e:ltagt _
| Stepngly agres S N T % |
Agme. o i T Py 1%

TNeuwal 7 s 12" SRRy E

(Disogree . i I 75%

Subngly disgree | 16 25 6%

"Tulal .'_._F__.-_ . oo : . 100%

] ]

“Source: Field Eun'-.,}' iu.'-!-'i

From: the:table abave, 13 (13% } af ]I.'}'EI r::s]:lun-:lcnm SErOngLY 15p-,u| it Rm:lm nd'p'crtl.::mcnl:-i I['Ifll..lﬂlll..-ﬂ.'. :

-theif purchasing de clslons’ 47 (47%) respondents agreed with the statement; 12 L!E'}ﬂ wire rr..ma.l
.I"'I 1%) respondénts ulso |n|:I|r_'.~:|n:l.‘l dngrﬁ:l. while 16(16%:) strongly disagres with the ht:tl:-l:ml:rl.l‘ Thu,g,_
highest percentage of the -f-=f-“~|lum1~m[5 ﬁhuwt-:l pusmm: remark towards the statement.”

I- )
Table 12 RIHI:I:I J-Ilﬂ“-'E-I'IIE-E'IJIL‘I:I‘!E play a slgnif-ﬁml role in informing n,-_sil;]enu: of _El-r.-l-:u abuut nevy

p rvu-dut'l.'; ur' sorvicos,

E}pt_mnu' e T o IS o Fregueney 3 Pen:-_-nmge 3 _-L._._
L hit) i i
Strongly agrée - Ik T 2% =
_.-_"I.L-l-{;-;h B B - ey . % . _i_ .
B i R B T 1% I
Dl:-..:l_q_r-:.: Lt .-—.-...,_. . -| 0. _' T =
: X R | - " | *
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‘:“:rl'-.ll'lt'l'r' dizngrie 18 . ]

Toal ' o T T T00%

- Source: Field Survey, 2004

From th table above, 22 (23%) of L.EIIJ respondents strongly agrecd that radic ﬂd-'u!rl’lﬁl:n‘lcllts. |.1Ia~.f.

significant sele in infunming residents of Eleko about new products or services. -H.‘.l {4094) :l.,spzlrrdnnl:;

. agreéd with e statement, |1(11%) were neutcal, ¥ (9%) disagreed with the ala.tcnnl:nl "-"-E'll.b: ]E{ISE-{:

wﬁpn:-n-:lcuu. slrongly disapreed with fhe statement,

Tuble 13: T often consider. produgts or services adveitised on the radio when making purchases,

_-{-}pl:inu'i- . g e Frequency . _-_M_'_ ' I'rr-l_:!nl.a_;ﬂ-,_;._ X _ o
Stonghyagres | (30 i NI SOy WRLE
ﬂisr='=_ e LSS 40 . sizlh ipdn PG 4
-Hmnﬂ TP ._;._; W -._-_::_ — g 'ﬁg-i. > el i
EH_HE,.,& e .‘ .. “: _H'-[ ﬂ_;:. e TR s o *é
bt"ﬂﬂglv d15.agm¢ L T i S - N 12- 7. L 3
| ok e '-'e:'% S (R T T160% ' : f
: :'.' e A 'bnuru: Fu:]d Survey, T34 1
_ Fh:-m IhE lnhl" prcscn:-:d ai'-::n'ue, 3LI F,’]LILJ--’:} of 100 respondents-agreed they often consider pm:luu:. or :

E':!r'-' [ udu‘m‘t!gm:l on. the rau:]u:z -.:u.-m;n maJunE pum]pms 40 {(40%:) respondents strongly agreed with the
statement; 8 I.’E‘-'-%} Wers m:u!l;ul 10(10%) respondents disagreed while 12 of the respondents ;.tr-::-ng,l_-..

"dtsagrcu-i with the slarenatlu Hu CE; hiz -I:ust percentage of I‘“ﬂﬁptlll-dl:tllﬁ- thal palil-...-lp&tﬂd in the field surw:}
1g:u-:1 mththc btn"emen'

Table 143 llrl.nli the in l'u-nnﬂlmu [Jmiﬂ.-t.‘d in ra.dm nd\'erlum.nu.ms.

.ﬂpdnn:& _ o Frequeney ; . Percentage %

.A[;lu et 40 , 0% AR TR A
!‘-_ﬁ;ul!a?_ S S AT LT 11% . . i
Disagres : -H n “T9. . P - 'T._

| Songly dlsagree . - | & . % . T .

I | it 0% T

T T T T Benipest VI Sy 05 . ke

J-n:'.-m [hna-r table presented abdve, - 12 rcspum:lunls strongly ugnm:l that they trust the Lnﬁunnanm [.'hrwl.d-:d In Ty

radio adu:ﬂhe:nmnts 40 *tsn-:-ndtnts agreed with the statement, 11 rn..bpmlﬁ'..n‘ti“ re neutral, Qmsf:uud:nts S

: d|s1gmd while § I'3"‘]"'-“l'E"-'”l!i- ﬂl'ﬂﬂEJ!r dlﬁi'lg'rwd that politicians engage in character ﬂ:sa:smnauu;n to gaing

mlﬁu:'ll advantage:
M4
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r'. 5 i
dable 15 Radie advertisements influence the purchasing decisivns of- ull.agem iln the 'E:Ickn

'U||l||m:»: N | Freguency P'l:-rw:vnlﬁ;l: ] . | -,
[ Stron gl» :n-"r:m-_ ' 26 W%, - ol
r\gr.. " .- 3 47 [ 4704 -

: Newotral -, TR X T _ e
_-DI-Siu:_!r:ee. I & x 8%
-;';E-.:.I-I'-I:glj" dlsng,rc: B v 8%
{ Towal- . 100 IR T T T

-+ .Sowrce: Field h-llr'-'l:_'r,"lilﬁ
Fram the able .:-rc-scnh:d .al.}me. 26 (26%6) of 100 r-.apunn;l-m'rs 5ch-|1hl1-, agreed that ﬂndlu ameruszmants

inflisence the purl:h:tEmj_.', decisjons of villagers in the Eieko -:n:rmmunu:,- 47 {47%) rcspondents agreed wi tioc . £
thig statement; T [?%] WEre _IlEI..I'H.I:l E{H'}ij respondents disagree umh me starement, -.v.hih: Euj%} ﬂ:lmm_l].r .

dizie aree with the 5.t1:-:me*|[

CFalle 16 1 |:L|L-u'r|. rudm Editrilﬁﬂmcnls are cffective in ruwhin;_ villagers in ru mlf il.r{'ﬂ] ]ike E!el.'.a

wnmuuul:,. ;
'3'“"““3 i Froguency - Percentage :
: " Strongfy aarr:r:. 140 T
- [apeie - I's3 R TR 9T T
‘ Hl.!l-;l'[ﬂ o 5 . T T
- | Disigre DREYRE & ’ T :
L Eln::-ng,]:-'_dls:ugrc-} 0 _ kn o 0 -
| Totah - 100 100%

T Bource: Ficld Survey, 2024

Fram, the table prescnted. above; 40 respondents 1-[rung1:r sgreed that radio advertisements’ arg Effel:lwu in

seaching villagers in rural areas like Bleko community. 53 respondents agreed with the statemient, 5.0

respondents disagreed, 2 rcs;lr::nd-&-:ts 5tmng|;,. d:sagn:-:-.J with_the statement while no |wc5pnnd¢nts wgs.

nedieal, o _ Ed

S

[ﬂptmns : l*a'-n.;ih:;.:_y 3 |F¢reenuge .

":'--[':.:-u-J_.l;I];.L ugr-:r_ 70 o Tt ey 1 T0%

| Apree 15 1 15% |

Néytral o 0% Rk
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i Digngree

[Fothl

3 | 5% .
' 'Eilni'.mlydi*;:agrm: 10 I_IL_I'L!-'E_ )
100 105 _

Source: Field S-un't:,., 2024

Llic 1able above ﬂll-:‘a'-'f‘::- that 0 (7 [l't',-a] L'-t 1401 n:*sua:-m:l:rn; 5:[r-;:|ug|1 ngreed that P..adm a.:l-.mﬂsemeuts have 4
L‘r:-s live unpd»L ot IJH: JDE'I- econam :.’ of Eleko mmmum:} Mo rcqp-::-n-:lnnts p-;jm: |:|El.1l.:"1.|. 1-;:. the cla.m L5
[15%) dLI‘{'{!d 5 {‘ ) rﬂﬁl‘!ﬂﬂdf-‘ﬁ._ﬁ disagreed while onky -[0(10%) respondents strongly disagreed with the

sLaldment.

Table lls' HELH) ﬂl’-ln-la:‘llsl.mems !u:lp ‘rl“aiLL‘l:‘E i F]l.]-ﬂ]- -:qmmnuj-l:].- mll-u. mfunm::l purcha.r..mg

l|l.l'|"i|l.'|-l1ﬁ- _ ;
[ _U'pfmrl_s A __ Frequency Percentage
: Strongly agree T 44%%
Agree kA3 43% :
Neitral T 0% 1
: _dl-jis-'n'grc_r_:._ o . ‘| T % _i -
__'ﬁmn_gl:}?:ﬁ;ag:rc_r: k. b B O R ,
ot | v F 4 T 100% .

Suun.c I-|-..]|:| ."_-un'ml 2024

RN TS T

The uh]c shows 1ltat h) {44%0 } of 100 r..apuu.dents strongly agreed -and dgreed rnsp-:ctwcd:.-' that Radm'.

: nﬂ"-'ertmumhli help *'-filldyiri in Eleko~ wnunuml:.- make informed purclmﬁmg, decisiong, 10 (10%)

ﬁn:spumtnnts pusm neutral. ntn:uul the claiim, 3 (3%) res;:-uudt:rts digagreed while none of the- msp-ami-e*trs e

slro 14ly disagreed with the statement. Highest percentage. of rupundtnts {43%) that took part i tI:g: ﬁ.;m
3l |'-¢.:.- “strongly :lg':'lxl and :Lgm:d respectively with the s:.j.lum;m

Table 19 Radio udvertiscinents provide valuable inforiativn abuul produets or services available in -

the Eleko communily.

" Opiions v | Freguency Percentage j
", Skeongly i.|g_.ri:n='_ 0 -f gy 1-1 . 24% '
Neuiral ] o 1% 7]
Disagrea _ 12 1%,
Strongly disagres r e - 1%
Total '. e e | 100~ p i : | 100%

-Souree: Field Survey, 2024
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The table shows that 14 1E-I'ilﬂi.]n'|1:a.|.1nndl:nl5 agreed that uid radiv advertisements provide valuable

afopmartion aboul products or services :L'.all:lh]n m the Eleko community. 40 (40%] rcﬁpmnjn;n[a strongly

. *.bn_u.d with the statement, 11 (11%) n:ﬁ[mndenl‘.n were newlrl, 12 (128 leIbl‘LEd while 13(13%) of the 3
ra:“m-d-:rli sireigly disagreed with the statement. The highest percentage (40%) of |1:spu_md-en:a that

parie |5:|.|.qd in this a-lucl_'. agrecd with the statemci.

43 Ah,—'LL"rSI’E -'J[‘RI:.SEAHCHQULSTIDHS -
The analysis of research questions in this study address “impact of mm-:. g..;jvm.;mm-.-,m r_'m ‘the

buoving habits of villagers (¢ IM. siudy ol Eleko community)™. While clear and relevant; ;eﬁumg thems for .

i'mclfwtll} and theoretical gmundmg weoul | d trhanv:r: lh—; vallclu_l, :}E this stiedy,

o Research question one: ‘-.“hm are [hdz cortelation l;-ttwn-m exposure to radio advertisements and pur-:hasmg- X

behivior in the Eleka »ummunlf}

. The rosearch quc*-.h-nn "‘.-‘-’hat is I.|'|'. .mrreiuliun between exposure o radio adv:r:is-zmems':l.nd ‘purchasing - -
3 -T!rEf'-J'-H.'lt' i the El n-kl:l- mmmum,l.}' ™ aims 1o mp!wu the extoil o w]m:h radio a—:;h-trtls.::mmts influence 1he'
'pul‘ﬂlﬁf-hhg. -ﬂhlﬁl-:l:lk- of - Elﬁku l'cibd':nts TEw Likert scale stalement "R.a-:lm admmeme s, |:I||.l;|-' a .
ﬁu_.milt{l'll role in l-nh&nnmg :t:sldmts ut‘ Eli:k.i} about new produsts or services," and the a:n:mnpmurmg oy
|-::-.1,1<:-m.c1 FII-.J"."I-J.L- u’H.|I4Jh]L Intrlghl.s apjﬂ:n 'I.Ju'i mnelal:lm. The distribution of responses to the LL-'.crr. s:a]r.: B
statement is as I'-;:ntluw, 23% ELrungI].-’ ugnn. s agree, 11% neutral, 9% disagree, and | 8% strongly

disagree, Th45 data 5.153:5-15. a tli:ltal;lil: trend: a majority “of residents (62%%) acknowledge the :.lyuh.unt role "

of radi u.d'-'cﬁlamn:nt:-' in infnnmng l!'.:-m about new products or services. This indicates a pn:nsam-::

|"l.‘!ll.-l=-|.1|.ILliI of mdl::- Ell:l-'r'l:ﬂIbIJIEh influgnde, 1.'-'h|-..l1 could correlate with increased [mm]mmng I:H:haflw dun e

the awarehess aid 1||t'u-n:m:|-:}|'| pr':-wd.lzd by these. advertise ments. The 11% of ncutral rr.;punq:.—s*_r:ﬂmt a

Sl.:grnl:lljl af the populaticn. that |r.;1;,.'§!m|: perceive a direct influence of radio advertisements l.'_l:l.' their

i |Jllrl;2|li1~'itl1g -Ijl:.;i.'-i&:illlllij p;:rh?.a;i.l:lh' d.uv: -Iq :fllh:.'r dominait sources of . information nr.pcrsﬂnal p{{-f:rcndi:&
"~ I¥len m'-JnL, fhe 27 % will:u L.lsug:lct. u::nr slmngl].r dm_g.me sugmest there is a substantial mimority, whic: do m:n:'_ i
' tlr'.e radics w-'ﬂ.rlsrmenls Jrﬂue ttial, p-C-SEIbl]r' dueto -;ll.slru':-t i u.a:h-:rtis:mn.utﬁ :rhm:lcc o ul.h:r m:duh or -
J|_|1:|Iu1 ru_tlll;.'- acdess! For the n:&:..ugnh question, this data implies that there is Vikely a EIEllbﬁ':am _EE!'II.‘L‘_lanﬂn .
_bétween LIFH'I".HFE s r-a-:lif} -'E.f.k'-l'_l;."l"lfi_ti-ti.ﬂ'i-ﬂﬂl.i i ;pl.wchu;h"ig behavior, us- A clenr maj Lln'E}- récogiizes the fole

{'Flhcsr: ﬂ-;i'-'l.*r'i isements in iirl:"ur!rtiug their |:iur|:h&:ir|g n:lmicrzs However, the mixed responses s 11#..n']":hh|igl1t 2

thint thm influence is 'u:H universal. Tt pu:uur.s. o the nedessity uf considering additional factors, such &s the

credi bility of mdio udw,.,m:w.mcms ihe d|u.r~;|1.;r1LI' media- n.,u-naum]:-tl-.:-n ameng residents, and dl;mqgmphm kr

d:ﬂ'-:n:n:n:s within iht L':-Iiil'l'lm'lll:'- ][l.rwt:'.-'-:r while radio udn:rtl:-:m::nlh -&ppear o have a nuﬂsh:lnrzbli;

hinpact wtu:: Infemmiing the Elj:kn cummun,h:.r a];nmu new pp:}ljl,l.l..l!d or w;-crw-:-es., |t-.::|d||1|5, o '[_l-.Jtﬂnl',m] m.ln.hasmg '

hthaum the n:l:-lrchlmn 5 noi absc-lute. ‘Further qualitative research could decpen the Undcrsta.ndmg of .

B

7 s : :




how and why certain segments |:|f1ha population afé influcnced differcntly by radio advertisements. This -

nuanced undersianding would pr-:'.r de a c-;‘;-nnpn.-,h:nsn.-ﬁ pictire of the adverising landscape in Elerm

Rezenreh apuestion twa: What are the -;p-:mtn:: procucts or a service that exhibits a iILILII'_'I|l._. magﬁ i

©deimand due 1o ridio o d".-'lL"IhI it

The research question "What sre the specific produets or services that exhibit a notable: u:haJ:E:: in _I:Il.,.l'l"lﬂlld:

due 1.1 |.||-;.'| ||:|-.-|.,l!ﬁ||.1.f"' aimg, 1o pinpoint which items. see incrensed demand l;p.,_:,.nusl,, af mdl:]

'Id'- CrtisEmEnts in th-‘. Elekz con im.nlll:r. To understand this, we-can relate it to the Liker scale statement
"Radio ‘°|Ii|'r“-ﬂr‘iL‘ITIL-I1'|'= help viltapers in Eleko community make informed purchasing decisions," (table 18).
_t'-t[h the responses distr |hu|ed as ml,._u.:-s 44% srmngi-._r agrees, 43% agree, 10% neutral, _:",r’. -;Ilaa,gm: .u_11.:|
0% dreongly disagree, “The =:-~=rwh=lmmg majority of respondetits {87%) agreeing or 5Tmngtj- agresing

i fatea o’ robust belief amiong: the wllag-:rs that rad:c- adxmmemus are ||:13u1.|mr.n1.‘al in gmélmg their

4 url: "I-.?Iﬂl'l_‘l:, dcn:mm:s Thisg ‘-'-.1_I'|.':ll'|g -...,'_‘||'|:;,.-:|1 5u=. undu:.c-nm.;:. the SI.E',I'IIFI.-M[ role thag Iﬂdlh‘-‘ adwr-m,ﬂnﬂﬂg p]a_"r

.I 1 ‘ihd::lill.l_-l; tonsi mn:r hEhﬂ‘rlﬂr in Eleka. Gwen this context.’ it is reasonable to h_upmhv.—slm that spcm[‘c
Frm‘-ubls or ge -u-:#:s -ﬁr.pe:r:: n.un-r 8 nl.'HIhH;- -u:h.nngf: in-demand dug to radio advertising are likely those that .

are frequently prometed m:d hﬂ‘fﬂ Ill.g.h relevance to-the daily ‘needs of the community. For instance,
houzehold essentials, fﬁ'i"iﬂ P-'Ddl-lﬂﬁ htﬂith services, and local events could be among the ra}]:n mTeganﬁ
|||l1um'rm:f biy Tadio: ids; ThE m,gh fi:‘-'l:l of agrécment Suggests that when these prc:ﬁucls nr sat \'u..n;.'s are
nd'--:l'llstd o lllt vadia, the II]fﬂFHIIﬂbLII‘I dlss.{:mlnamd effectively reaches and pcmuudn:s tJ'u: I:DI"]H'IIIII“::.'
I11Emh€lﬂ 'Indmg @, increased demand.. The 10% neutral resparises suggost that a small :-urlrun u-I']hl:

: p‘ﬂp-.llﬂill.llil |r|.|gf||: ot huw:: i dn:j‘m:i".e opinton on the matter, possibly due 1o ".ra.ru&:i media l;:-unsum'pl_ln'r

habits nr dlh:rmg [J-Elsl:l-lml pre Feren-:ﬁ. The I'I.'III'III'I'.IEI|. disagreement ('_’."..-'E.} indicates that nnl}- a m:g!]gbls
segment -:F the IJFI‘-'IJIMH"I'- !JUES net find “radio a':l'-i:'l'h‘-ﬁlln:ua- helpful in. making ]:nun::hns.mg decisions,.

which' 1l..rIJ.r:-l e-1rE1'|L hens the argiiment that radio ads are generlly effective in this -:pmmuml:r Thﬂeﬁ:-n:

o identify the :+|:|Lr.,|r|u.~ [:-rl:l-(lul:l.s orservices with notable demand . changes due to radio adwﬂlsui,g._ gne

could condudt further qualitative research, SULh s interviews or focus groups, with community: members o

-l||1'-'r datailed insi ghts. Additionally, tracking sales -I:laltu before and afler radio ad campaigns for spesific

:
Cproduets, eould l]J-fl'l-llLilll'-Lcl‘-' Lconfirm- -the - impact. Hn:-vftw:r. the dat: snmugh- suggest’ that * tadio

Hd'-"l:«lllﬁﬂllﬂ.‘-llla sibutﬁ-:.amlg.f mﬂu:_m.e pu:chusmg decisions incthe Eleko community. [r_l-errt:fymg l]ua
epm:Jr:- ?r-:mucli ar services affected can provide businesses and advertisérs with targeted strateg £5. 10
| lﬂxllm.ﬂ: I'H.‘ Lﬂc-t:tlh'clh.i& af theic mdis ndu:m:,mg effors, :
Rcstm'uh quei[uun ﬂnm What are the attitudes, erI:"pthu. and trust levels of villagers tu-wun:ls mdm
advertisements and their impact on hJ}'ll‘Ig habits?

“Fhit rese Ln:h quc:uan "What arg the attitudes, pﬁrcn:plmnh, unli I;rusl: levels of ullngm'. mwu'd.s. rudlu

adw:rllmmm .ul.'rd their ||1:|.'|a-.|; on buying hnl:nts“" secks 1o UIL-IJl.':rbI.q.IIId the community's overall s:nnm:m
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lowards Iddlu s and furwe Uiese #ur'.‘-.:pt.l'llns |||.’:'Iu-m..-: el purdissalie wegiuvior, To explore this, we can

anlvze the 1. iken szale statement “Radio H-'.lw.';ilstm:uu kawe = pusitive impact on the local | cconomy of -

Elekoe community,” with the responses d:sl:nhul-::l a5 follows: T0% strongly agree, 15% ag;;a-:, I:J‘-‘- neirnl,
=% disagree, and 10% srongly disagree. 'I'I'.|¢ overwhelming agresmenit (B5% combining s_m.mgl:,' agree-and
apre) indicotes & broadly positive percepion of radic advertisements among the vrllugérs. This-auggusi‘l'
lhat & -significant majority of the community believes that radic a-.]-.mmcm-:m.s vl only inforn hul also
posi tive y inueiee the: focal srenomy, likely through increased commerce and consumption of ady :r'tlwd
products and services. Such a 'HI'IJIIE positive sentiment implies high |-é‘w:.|s of trust and Favmrahle- :Lmtudu

- towards radm advertisemants. This positive perceptivn can be linked 1o the cﬂ:cuwm;as ol tadio ) :

adwr!ﬁ-;:n-:uta in-reaching a wide audic nce in Eleka, providing -.uluahla information about products and
services, and Influencing buying habits. The high- percentage of 1.1]]39.:" whi' strongly ngn:ﬁ {“?ﬂ%}
suggests. that many' - see diroct bonefits from these advertisements, such as dl'h:I.}H.I'Iﬂg W pr:u:h.n:ts.
albessing’ |.1-I'|.'|-I'I'|{'|[II:}H|.| nfters, or !uppnrnng r-:.'-::ul I:n.:9.||1n:-=|:.s-;.ser The absence of neutral responses indigates
thii villagers have distinet 'E'E"m'}ﬂﬁ oh the unpa.rl of radie ﬂdwrn:c'mcms with few- m-:hfﬁ:r"nt to their

effects: The small pcmntaga l:!'f dmgrcumn: (8% dr:»ﬂ,gn.: llJ".-*& strongly dmarer,} reflects a minority

who may be-. sktpuca. a]:u:lu], ;I'h: b-m-:ﬁl'.'a o eadi ads, posentially: due to. negative past e:apeuuw.-:a
percived aver- f-‘!-!-l'ﬂﬂmﬁinlunlmnf jor7d - pieference for other information sources. These mixed, but

F'*T'-'f':":“““m"“!f posilive, H[tlludt‘*- towards radio- advertissments can_significantly impact buying hebits,

When a |"|J'|§:E pc-rlu:-n of the commun ity views radio ads as beneficial and trustworthy, they are more. |Lu.:|} _
b aeton. the !“fﬂ‘-'mﬂ'ilfﬂi Wﬂﬂdﬁl Aceding-to increased pur-:h-:smg behavior and: & boost in the local

economy, However, the wllan.;:ls c-f Elekd g-.mnlt_-r- hold positive attitudes and high trust levels towards

radio ad‘-?:ms_l.m-:qta p':I'Ci:J_';.IIlE thiem its benelicial to the local economy. This positive perceplion I1h=_|y

- tranalates into, buying habits that aré influenced by radio ads, prurnu[ing local economic growdh, To further ”

-‘il:I ore. these dynantics, (qua hl:ﬁ[n:: rl:asw:h .‘nl-:h as locus l.,rnup.-: oF interviews could provide. decper

insights L||m the $|.,-.-‘.'|.|I.J|: reascnis behind these .|,11|1ud|:5 aned how they translate into purchasing dedi |a|ur|5

Rescarch question four: To what extent do '.JH:J.gL:r'.; trust oF rely on |nfnrm&t:nn provided ﬂ:r.:mgh rm:lj-:: p

advertisaments when making parghasing decisions?

The rescaseh qm:slmn "To what. gxlent do’ wllagerﬁ trust or rely on information provided thmugh mim-'

2
H-ulzlsc:lw:ms when im :l.k'.u.g purc.ham:ig decisiims™”. examines the degree of trust villagers in Eleko place

i radio gdverisements and |'|-.:-'-'.|! thils trust aﬁﬂlg- 'l]u:u buying behavior, Th.. Likert scale statcment "I l:|.'|..|5'|; _

e l-nf-:-rmau-:m provided in radio advertisements,” with responses diswributed as fallows:- ‘;tr-;:uug,l;,f Bgres

(32%%); H.gﬂ:e q-il:h“.e:-] N:umal (119, DI'.-.HE_TI..‘*E- |,";IE-'E} and. Strongly dssahm: (8%, provides valuable ms.lghna e %
it this trust level: A 3|g1ufcm1l migjarity. of the respondems (72% -:-;:-mhmmg stroogly agree and agree) -

indicate a high' level of wnist in the. information conveyed through udis adverisements. This majosity
_ il . g
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suggests. that ‘most villagers consider radio advemisenents 10 be cradible iq-ld relinble SOUrCes ol
mfoimation, which likely inlluences their. prur..,!msuu: decisions positively. When villagers trust J:iw

adwrtm-m:ms Ahey are more likely 10 act on the inforimation provided, leeding to incrensed sales u:.f
E

advertised praducts and services, 'E'I:-: % of neutral responses indicate a segment-of the population, that;

ngithar rusts noc dist 1usls riwlio advertisements, These individuals may rely on other sources of information
or-miy 'J-.-.' uullﬂx.rn.n' tothe J1*Ld!'-ll‘1 H‘S‘.‘H' Their neutrality suggests that while radio .lclvt'm-_-.ur.ru. nts have a
Slﬂmhl--’llﬁf reuch, other factois might also play a mh: in theéir decision-making pmugm The 'um.:Flm..d
17 '.'f]m hmnu_rb.. or 5l|-::|1g.l_-. disngree n:ll-:-._:n. a |r|||1|_|nu who are skeptical abour the :nFumwu-:.n proy |d|:{'|
in radic dd"'n-rl-lsi-‘ml-nl:i Tluis *~4~1-| rn.lsrn could stem w.ﬁ"*nz pust experiences with |n|:_-.It:.|d|nL advertisements,
a P“—'bl'-“'?'? Iy T Other: infarmation FONCES, or 3 ‘-'“E'I"!I"'I.| distrust of advertising This mlnn;!-rur_lr |1;|gl-l|:|;l113 the
1-“#-'1"13"'“ of ensuring the ﬂuﬂ“ldﬁy and reliability 'of the mformation presented in_radio ads to, maintain

-||'.|:' ‘:uml:l frust, I!Icmm-.,r e dala r:w-:..la thet a auhs:nnm.l I'|1.:'|_||:|r|-‘|'_'.- ol villagers. in Elcko lru.ut me

“"*'i-"”“*”lﬂ'” F'r'=3"="':|1:'-'j in- "E"-'l'ﬂ ﬂﬂ\":rtrsﬁmmf“i which suggests thit raedio is an :.I'I'ﬂl.,[['rc ml:d um h:n, '
o ,.-nh_u'*lng purchasing d:"wu:-nm sThis trusc likely translates into 4 reliance on radm wvcdmnrz xautuen
making .fun..msmg decisions, Etlntnhutltlb (4] LI]u elfeclivensss uf‘ this a-.h-:m,gmg medium in . Th: logal
misrket ]l':m-“'r er, l|1" presence of n-.,ul.ml and skf:pl;:r:ai respondents mdn:a[m a nu-n:d jm ongoing v:ﬂ"nrla. .

msintain and ':HIHLM- 11:'. '.rwdll:rht} of radio i‘l-d'r.'-.rh*r:mm{ﬁ Funhr:r qunltm.ve lﬂ#“l"ih «could pmv:dn
" deeper. II'HLE_hT'\. 'HW the. Tbﬂbﬂrls |:"=|'I1I‘=d thn trusi bevels ‘and lmw deﬁ:r-.m gegmm]h. of ||1c population

|.'n=ru:'l v ﬁu-;.-t:l adverli :-L' |I.1¢1!|:'-'|

i 1]“('”&-51&"‘] oI FIND]"*EGS

”’"3 l::t:p-l-:‘:-rat!m! '-'PF radip: E'd'-‘ﬁﬂ'ﬂlllt‘llth and-"their anﬂuenn.,& 06 pun:'h.hmg behavioes '.-.-rhm tl:m i

.Elrku I:-I:H'rlllll.lr||1].-' rc'.-'ful-: al!__r'llrll._.lrl_ insights. Understaiding these dynamics can help hu*mﬁ.::.z.-:s und_ .

dd\*v:!‘tISLrs oplimize Ih-EIr slralegies to better serve the community's needs and pl'n:f-e.rl:u-:-;s

Tm: trust villagers. place 'in radio wevertisements plays a crucial rqu., in shaping their pu:::has:ng e
hiahits. II-L sUFvey data shows thal 2% of rc;.pundf.:n:s either strongly a,g.n:-: or agree thal [hE'_-.-' trust the

mfonnation provided § in. mdl:- ddwrll-erbmr:nm This high level of trust indicates that radio is |.'|I;:l'._,r;:]"."tl'.|. S @

relinble mﬁd“““ for E|I55'~‘ITll1ﬁhl1H Flil"-hlul-l Iﬂfﬂlm:ttlﬂu, which’ likely translntes into cancrete pl..ﬂ;l:laﬁll.g

actions. T'I ust i5 0 [undamcrtﬂl '-.-.':I'.IHEIL':I.I'.IE:H[ l:lf-n:ffc':tl'-'r: adverlising; when villagers halieﬂ-e in the -:r-c.-;hl:u]:ll:'_u. '

n’t Ihr: ad-.*n;mmnm s, thisy-are more in nelined to follow through wnh purchases.

'lI cdata alm highl E,h.lE that 87% of :'::-.Fumln:nta sieree that radio admrns:mmls h-::lp thenr mab;e '

i"FE'F“H-"d I'-"Jfl-hﬂ'ﬁ“il:.' l|h'»mt- LT Thlﬁ IJ"dJl.‘.ﬂ.i.-r.".s- that radic advertisements are not only trissted bot nls-:;n 3een as '

vaiuab]t i*l.'.uuu.n of information 1h;—.r aid in déci ision-making. '[]-p; detdiled information. about pmq:lul..ls. and

services broadeasted on fle h.aIJI'iJ I1LJn=: '.'nluuj_snr:a weigh their np ions and make choices that align with tI:err .
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needs and |:;|u|'1,-wn.;c«.- inis informed decision-making process likely izads to hiéhr;;' consumer satfisfaction
and loyally to advertised products
-_ The perception of radie ﬁ-d'i'#!’l..l_';iﬂlﬁl:l][;' positive impast on the local economy is another critical
finding. A significant majority {(83%) of respondents believe that radio advertisements contribute positively
lo-the focal economy, This perception underscores the broader cor nmunity benefits of effective radio
n:m:ms r||.|: When local businesses advertiser on the radio, they reach 2 wide au:lm:u:r., driving congumer
Araffie and sales, which in torn boosts the local economy. The: cconpmic stimulation from in:;;r;.?uyt-:!
- wensumer spending <an lead to job creation, higher business revenves, and overall economic _gn.:.-.-,-lh in:
Eleko. Identifying which products and services are most influenced by radio advertisements can |J|'l.‘.|'|.'ld-\'.'.‘-
e gl llmglm Civen: tl1r.:. high wust and perceived value of mdio advertisements, it na hl:ehr that :
-1-5'-'”“" Eﬂm 5, hoalth Str“r'i':FS ard |D..£] E'l-'r:ﬂh‘- see the most slgmf.,:m'r |mpai;|_ These c.ul_eg-nne:, am vilal.
Lo d-lll-_} !:J‘-; e -.-cllbclnb, mal-unL ifem prime Largr:is or eficctive radio advertising., When these pmdqm.;
and serviges arg au:lwr'use-d 111&;,- likely. nxpermm a notuble increase in demand as villagers r@l;.r n:-n the
Cradip for trustworthy nnd m]gvar.t mfbmwum:. Diespite e averall positive perception,. a nmmnty ol
respondems { 1.7%) mipmssu:l:l slmpncssm n'bnutﬂdm .a-:lw:rlﬁemenh. This skeplicism Eu:uuld stemi from pnst

negative experiertes with mlslmdmg ads or A g-m-:ral durrum of a-.lumsmg s a r|_1¢|:||u|:'|'|_._ Mﬂfﬁglna : _"

lh!:ErL CONGErRs liuT-JulElj for rN.LI‘.I!ﬂl:ILnL, and |ntrmsmg I:]IE n;i'r'u..h-.rmue.u of radia advertising. EIIEH[‘I-.I'.IE the
af-‘:“m'-.'r jand hf'““l",‘-’ “fﬂd'-ﬂ'ﬂl"-ﬂﬂmlﬁ can help mitigate skepticism and build a more. [ruulmg r-::JEll onship
with the gntire community.” : - -

T maximize the impact of radia advertisenents in Eleko, adventisers 5h|:|ul.|:l tocus on mmm.nmug
hlLu |‘:'“=' s ol grischibility and Il-JE\'l‘IrI':': PT-:» ding clear, accurate, and valuable information will L,I:||1[||'IL1E m
* build wust and enchurage infermed F-Jf-.'ld;ll'IE' decisions. Additionally; tasgeting :d-..-:mi:m:nl:a. to r'cﬂ.,u
, th-: b:nmnal.lmr:.--s :Lecds and plffﬂ‘;l-.'!ﬂuﬂ‘i, such as promating mthim] goods and local s:nqc:;s, ean mhm
rlu, effes ||1rE|H:-55 of radio ad".lr:rtqsmg campaigns, _ i

Hm'-e'-'fr the Iln:]m oS mdlmtc that ridin :ld'r::ms.:'l.wn g gignificantly |.Lﬂu=u-;-: the buying ]ml_'ms-..
vallldgqrs n Eleko, driven by h1gh fevels of iriist and p::rl:f:lu::i value in the information pmwd:d These .
ad wmaumunts help v |Ilage='s make-informed dn:n.u..mrla und puslfn.cl} impact the local - ::l:d:lnmn:.f Hw.ever
,1..1t|r-_r-.|ng the concerns ':'l: the Jtcpnt:?-l minority and maiptaining Ue credibility of ﬂa.‘.lwms#m:ﬂta are .
eageniial rur sustaining this: mﬂumw By focusing on these arcas, busincsses and advertisers can ':Qnt:nu.e

o le '-"""lﬂ‘l radia is a powerfy! too! for -:irwmg n:un:mnr:r behaviar and supporting local economic g.rcum,r
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‘ CHAPTER FIVE '
SUMMARY, CUNCLL*}IH"! .-1""”1 I{ECHMWIEVDJ\‘] ID"]S
5.1 !':Ll"'rTJ"-I.-'\.R"r ot Ty
This siudy u'lwﬂtgatcd 'lllE impact of m.djl;.'- advertisement on the h:l.nmg habits of vil hgﬂ-_e_l with & _ --'i:i

I-.|-_u-. onthe Eleko community, The study was sectionulized into five chapters. Chapter one of the sl:ud:.-'

coverad the introduction, starement of the meﬂ:m scope of the study, research question, objectives of the

study, significant of the study und definition nFtu ns used, Chapler two of the study covers the review of

- ralured Ilz-:ran.n: discussed under conceplual framework, theoretical framework: and Empirical RE'..'u:t:-.
Cliapter three of the Study sovered-the methodology used for EI.lI._I'II:I ing of information used and. i analysis.

= Chagiter four of the study wovered the presentation of dats and jrs .I.liﬂ.l.}Ej!i. while chaprer fu:- of the' s.r.L:ju

| ..'.UJLJ e summany, c-l:u'lctlusun and I:'.':I:I:Imj]'mrd:![mu

. Howaver, this stud:r c::.:lmin% I.'I:H': influgnee of radio advertisements on the purchasing behavior of - - i

¢ nl §

villagers in the Eleko ':-:ummumt:r 1[ l'm;ls Thul, m.-:im ads are highly trusted and play a ::yulumt mle in R
informi g l:lu*ﬂhg, decisions, Wﬂtr-}i}mmg pu.sm'-'n[_',.- to the lucal economy. Essentisl goods, hr:al‘.h services, - "

and |’?':'-1l events arg F'-J-"“Ji'-ﬂwal'L'n dﬂtclﬂd by TJ'IHH- advertisements. While most 'l.l||I1I.’,‘I:-Pi View r;ld:u nds
Mavorably and find them bﬂﬂﬁ'ﬂl-ﬂi B smulf mingrity remain skeptical. The study unl:l-:fsmrcs the need fise
: ma.m:a nung -.rn:-:hblhh um;l t'-.!mmng on relevant products to enhance the effectiveness of radio arcﬁn.msmg !
“in this l:'l'.IFl'II'.I'lIJEII"\-' b : »
5.2 CONCLUSION . it e NN
' N '|'|1i:'r Sy P"Il'-fid s i comprehensive analysis of the- influence of radio advamsmn-.-nﬂ an the
purchasnig habitg- of vt[lng.:n in 1he J,:I::lsu community. The findings underscore the 3|gm|u:ant ml: that -
radm ﬁdxi'ﬁms mem‘ plm. in .ut‘mmmg and :hapulg consumer, behavior, The high levels nf trust” aru:l
th:r:u..eJl witlug m radio m'll.-'ems-emmu indicate that this mediuny is |“k'r|i|'-' effective in reaching and i
pe'snadmgll'c Gommunity. : _
Tu--mq}ur by of '-uil]:ng-:rs view radio udurlmmhms as credible and uszl‘ul whieh greatly T 4
srlﬂL.Lnutoi lhew purchusing decisi ons: T‘Jﬂa trusl in radio advertisements translates into tangible economic
"E'-"!l"ﬂ!lﬁ. -5 Vl”ﬁa.-:!h rely. on the ll11;l:mn[|l:.un provided Lo meke informed L.hmm about Flﬂ:l'du-\.-tﬂ and
sefvices. This |:fxsllw¢ p-:m:plmn 13 |:IﬂF1I!-I.I|-J..|_'|- pronounced in essential goods, h-eal:h services, m-:l Iun:ul '
'n-:l:rs., '--Fu-i.l seanptuble ing rt.-.am in u:[-:-man:i due 10’ radio advertizing,
JI:.. study also. Ing'.'mluzms rJh: broader : gconomic Enpact ol radio advertisements. By’ drwmg
; ,mlium-:r traffic and Sales, rm:l.lu ads: q:::-u (tribute positiv ¢lv 1o the. Icu:.uJ ECONOIMY, Supponing h:u! hqillﬁﬂﬁﬂﬁ- 2
anik pole l“"”'f leading to job :mﬂhm: and higher revenués. This economic stimulation undemmr:s I.11|:': o

value ._|[ rd-juJ 5.6 medium 1ot only fw udw:m!..:m but also Tor the averall economic Hﬂl I:m:rr; of the

- Eleke copmunity.
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Drespite the overwhelmingly positive pereeptions, & muonity of viillugers remain skeptical abaot the:

trigtworthiiness of radio advertisements. This skepticism may arise from past experiences with misteading

pdweitisements or a general distrust of pdvenising. Addressing these concems is essential for maintainiag

and enbancing the eredibility of radic- advérmisements. Cnswring that advertisements are aceurate, honest,

wid |l='|'"-'1'II?|l will help mitigate skepticism and build a more trusting relationship with the entiro |.,|:|m|~1unil_lr-

En Cae u:]us-tm radio advertise ments have a substantial and positive impact on the hu:, ing hu.hna of i Ilagcrs

in the " Eleko -:f:-.mnqmu v, The medium's gffactiveness in providing reliable information and. .iri-.-:ng .

-.u:-m:.mln MF“-IF_'I ]'Hﬂhllyllh ts importance, To sustiin and enhance this influence, advertisers ;huu[d focus

fu “"'”":"“'“'-E high stz ndprds of f-f-dl-h”l.:u and. l-~rg.--II-I¢. their messiges o meet the spexific heeds and:

lerﬂll.-l'li.-h l}f' the Eleko \'.'f"|11l1'|lm.II:5" By doing 50, 1h|:} can .,_.;.,n[mu.- to leverage radio 25 & Pl.'r'l.l.'E'I'FIJI EI:h.':I] )

fioor -.‘"ll1"i'i||‘"1..hr I:ngag:ﬂi: -1.t am:l cconamic dl:'l."l:]clpn'u:l'l._

5.3 REC {_':MME""ID&TII]I"!E b, . ; it
At the eml of this s.u:I} the fqunmug m-,:-mmenda.um:s WeTe: mad: : i o

. E.II|IHI11..-I. L‘n.-llJLrI]In :ami Tl;uxl* fu s
. E.nsur:'. all radig! aﬂwms:mems 3T~= -accurale, transparent, and provide truthful information to
_ I‘ﬂﬂln[ru'l .l'll'll.',l hLlJ]:‘l lru*.t:l nmnng 1.'|||ﬂy:.13- .

. '{egularj:.- fﬂl'l-l": lbhlLﬂ'I'JJI-I--ll! or -_|1|.'|-:|r*s.¢ma:11s frem bocal, trusted figures to :;nham:c crc-:l.-l:uh:'-.-
_'._3 Fﬂﬂls an Rnliwnnt Pmdmu anil Sery

- F"nwauz-.' J-:Iverlu-lng essential El:l-:-d; I|-¢.|]rh services; and local events, which are.ar nms most

L|1:||:| .:l-Lu'.! h:,. |.'a-:||-:1 adverisements.
% Conduct periodic. surveys to_identify the evelving ngeds and preferences of the ..,ummur:th and
. Iailer pdvértizements elc-:-:u-:lmg Y.
3 Iru:rmm Canmnnuity Eup,:l.gq.mml. . _
= Host Hﬂtm‘-tl'r: rduh':' sepments where listeners can c.:ll in o ask |:|1.|:;.[||:|rls or- :Ehi].n: |:I1.:|r=
. EXperiences with advertised products .ml:| BErVICEs.

2
*  Run |.,..'|r1'||'r'|ll|1|1".- -based -advertising campaigns that involve local events or initiatives to tn}itcr A
SLONERT Gu |L|1=I.,l CHE W hh he audience, ' 1

4, \[nmlm and I'rleu.surt Lﬂt:f:l:vfmﬁs'

. uﬂ|*|=-ml:l'|l trueking mechanisms to measure the direct impact of radio advertisemenis on sales and

purchasing behavior. . 4 i :

" Use fegiback. loops. such as f-::ul[w-up survkys, to continuatly assess the effectivenass, of

adver Hsempents and umh.- nL-;,cssar;lr adjustments.

i

Address Skepticlsm:
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* Acknowledge ond address the concerns of the skepticul minority by providing clear, veriflalile
aformution und avoiding exspoerated claims. '

o Use dat and lacteal evidence 1o suppert_the claims made in advenisements, .;nh_m,._-ing their
refinbilicy ' .

54  HRECOMMENDATIONS FOR FURTHER STUDY - -
Undirstanding |I1:: dynamics of social media -and the spread of vulgar wurds am-::lu_g a-i-.'.-auﬂ State

Falvteghnic s.ludn..rlh. i5 @ muliilaceted issue that nequlm. a comprehensive ﬂ[]F!-I"GiI{!h fisr 1urthcr atu:.'h-
Below arg n:mn:lnemlrunu: i5 for futung rescnrehiers:

I Longitedinal Stodies: .

»  LCongduct longitudinal stidies 1o examine the lonp-term effects of radio advertisements on-buying

Labits and econoimis _i]!.||'|:||:I wilhin the Eloka community. This will FI.!"I:H'.:I.‘I:! insightz into sigtained
behavioral changes, and sconomie trends. gL

1. Comparative Analysis; !
. I:u*:-“'l“'l-‘u'“‘-‘ Lhe ||-"'|:|H'fL of r.,dl-:. -I-Iﬂ‘-"'-'!!‘tlil:m-l:ﬁ[s- withh wt |:|l.:r :u'.i'.-'-:rllsmb |1|t,|;h|_up|¢. (&g, television,
:D’Iﬂl Lh'!l:lla pr |11:| ey |d¢:nt:l:.. 1.I||.+ ISt uf‘l’mln-. channgls for d.ffeum l\'pr.:s. of Tn;-dl.u;-; and

"\-I. 'l'lk-k':l

LD l:nml,ruplm.-&q pncim: Rn::u,.:.:;:h. :

* Investigate how ._-;l|[|'|:r-:||t demographic .groups (age, gender, income level) within the Eleko’

SOMIMURLEY res; x:lm. A2 rodio advertisements, This can help tmlm adw:m:.mg smemm tu tnrg:t
ﬂt“lt_q. Sements mare cf Tectively. '

d. “Belavieral Insij:hl::

o cbaplore e piychological and behavieral faciors that Influence trust and reliance on radio

advertisements. Understanding these underlying factors can enhance the design and delivery of ads.

& Leonomic i pact Stuidies:

- » - Conduct detailed econamic i fpact studies ko' gua iy the u:-nu-burmns of radio-advertiscments 1o

-l.w-.:ll businesses mHi 1|1|3 hl‘ﬂﬂdﬂ'r huumii}' This l.-uul-:! inchade metrics such ng J-I:r:l -:re:ﬁlmn. :

L‘-ﬂla‘-irIEHl SYEIile lm‘:l g3 1L &, fuid |_'|'-. arill economic H'V“’“'"

i,

 Effgerivencss of Content Tfpus:

*  Study 1he effeciiveness of different types of mdio content {e.g., informationul, cmotional, -

'-'1""-““'-”"3'-” i influe Iﬁwlﬂg pl:ﬂ:—l‘l.:]ﬂl]b degisions. ldentilying the most persuasive content -:an :ret'.m

t!u‘«'qul.l'-hll'l" sirategics.

= By implementing these recommendations elnd.pu:iuing further research, businesses and aid".-eﬁimrs

Cin uptl-'nl?f: their use of radie a-;..-mns:::n::nl.—. o effectively influence purchasing I::ehm.mn; and ]

ol ||r ibute to the economic dev elapment of the Eleko community.
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. . APFENLIX
- . . QUESTIONNAIRE
L i SECTION A
- lh:mclgnml'm: of Respuandents
[t rietion: Tick (v -n-nh ihie right -npu-:nn im the space boxes pml. ided
L - Sex: {ab Male | J (b} Female [ 1. i ’ :
A Mar |L;'.|| i |1us (EN] Sy It: l ] |_|'.|.'I th'rlt!lﬂi_ J
1 Age {a} 15.25 [ ]-'-:-;l 26-351 e} d6-45 [ )id}45 and al:u:-l.-e
4,  Acadsinie Level; (a) to Forma! Education [ 1(E) ONDMNCE[ J (e HNDVBac | Fid) ':lﬂ:-:t‘i[ ]
5 Religion: {a) CJH sian [ ) (Bbluslion [ T () Othars ]
SECTION B. . . )
. ] l.juusl.mm. o Besearch ‘:.l.udv :
lualruc'lmn hlr.dl]r ||c1-'. (") |]1r: appropriale oplion n the space Goxes provided,
L. How aften do viow Hsies 1o the gadko? [a]-Rm'nL_-. [ ] {b) Cecagionally[ ] () Frequently [ ]{d} ".’ D‘h:ﬂ []- 7
+ 3, Which radip siations do you usually listen to? (a) Sobi Fm -] {b) Ha-Tm-:lnu Fen [-] (£} ]'mh Prn [ I HJ :
Howal T [ ] {e) Midland Fm [ J{D LJL'Imrs[ L.
(3. How ofien do, vau hedr ddxmlz.:ll:u.nts an -ll'u: radin? (&) ".-qq.' quu-:nlly | I:b_l l‘n:qu:rﬂ]}"[ ] {l:}
Occasionnlly [ -] (d) Rarely [ .5 : '
4. Have youever made s |:l|.|.r|:l|.1..-..E 'bap:l! i a r.m;ln: a-u.iwrl.uun:nl:‘f [u.} Yes| 0 I:_l;!_} Ma['l
U8 Do you think radio. 11|:I'-'|:r"13|:rnI:m5 affect the I:lu_'rng hiabits’ nfﬂljug:lb in Eltl-:u- wmmuml:}ﬂ (a} ":'::.I ] (b} :
Mol 3@ isien(1) e e Vi T g
At g e ‘a.l'-_C"l'lu:d{." B o el Ty el
: ' R E *’ L-l!:er‘t.‘i:'ulm.‘slat{'nu:—nrs E L T S iR T
' I.usrnrfil'-:ur' Tigk' .:"'-} i dplnq-.'-,..:ﬂarrf .ip.ﬂ:e hores provided thar best deseribe your- level q.f'ug-r#mem Wl'Hl f-I'JB ",
sialdney .-1|"I |'.l|..|'r.u-.-

. Keywo r.ds Slmnﬂ'- ngree [SA]. .I'ﬁgn.‘-: [A)=eutral W] .ﬁln!-asree {D]-Sarongly -Iiliagﬂt li'-D]

rm' o . .- SIATEMENT i OPTIONS ™
| ey LA . S ) F5A A N B SIJ -
; G Redio ad"-Te-r':_iiéFﬁi-liisliﬁﬁﬂ-n:ncc my purchasing decisions. : ’ 4
5 : ri I{:-u:l ¥ | ad'. pruisernents play o algnn"cun: role in informing negjdents n:l-th'm S B f ] -
E " | about new products or services, pf oiF VS L o RN I :-____,_.' 1
& . |1 often consider producls or services advertised un the radio when milking E B R _' el 7
purchases ' - f 2 v
¥ 6| 1-r-u'-='[[1_-:_i-'i-li:-|-rr'u|il.1n ceovided in radio advertsements. - . o i ] I '
A 0. "'.-u';.‘ll-zluula';rtlf-tl'n-.m:- Lnllu:n-ci: the purchasing decisions of '-'LIJa.y.r:rs in the Lli:ku N
- | pommunity. ! '
I I;aelm'.-: radi mid-.-emsu., ner 1u. are effective in ru:u:h.l:l '-IJI-B.EEI‘!- in rural ‘areas. -
; | Likis Eleku "ummuml}l PO : 4 : IR
I-‘..uqln a.luuummneﬁis"_.l_a:-.t_agnﬁir.': ||I-'|,'|a-\:1 nu-uﬁle;lma.l en:mn:-m:r |:|:|' I:.In:L-n _' - -'i'_ - :_ _:':-_ }
= [ eapneaunky. ' o i e o P W el B s :
H..jdlu ;\-!].l.'u-rllsm]um!. |:|E.j.'l l.l:u.l..-lg,-ers in I"'Ir.Ll._l 1..-|,;||||r|:||.1|'-| ].' ke ginformed ] e - i
| purchasing c.n:m*-:mns s L IR TLY —l" | It e ALy
! Hadia .mw.r'umucnu pm-.ud: '-'ulu.a.hll:: |r|[un-nallm abi pn:u.luﬁr.l or s2rvices ; I . L, by
| mvnilcil frtis Elsko commmnlyc: - DR W ] k.
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